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Simply Quoted. 





(From © st — ont mate by hag x ns 
Chemical Cc ew York, cn Fe 2) 


“Tt will ” observed that 
more than a quarter of all 
the first 50 one thousand 

dollar orders came from 

the city of Philadelphia. A five thou- 
sand dollar order from the house of 
Smith, Kline & French Co., in Phila- 
delphia, also came shortly before the 2% 
per cent discount for cash went into effect. 

The only house to send a thousand 
dollars in advance three separate times 
in one month was from Philadelphia— 
Messrs. Aschenbach & Miller. 

Considering the comparative expense 
for advertising, the Ripans Chemical 
Company assert that their Philadelphia 
trade is better than at any cther point, and 
the president of the company is outspoken 
in his belief that no other newspaper in 
America has proved so profitable for his 
business as the PHILADELPHIA RECORD. 
No other paper even approaches the 
RECORD in this respect.” 
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“Get There Eft.” 





**Uncle Rube ran around a hay stack 
so fast that he could see his own back.’ 


But what a fruitless chase. 

Lots of ‘‘ Uncle Rubes”’ in the advertising business, but you 
don’t find them in the street car displays. 

Advertising in well patronized street cars is practical business, 
based on reason and supported by facts. 

| he advertisement in the well patronized street cars pleads its 
merit to all classes; talks to workers morning and evening: con- 
stantly suggests to the shoppers 1n forenoon and afternoon ; wages its 
arguments on the theater goers and pleasure seekers at night ; makes 
the article advertised a familiar friend in every lady’s memory book ; 
undisturbed by the clamor of sensational news, rumors of war, 
political cannonade and personal subjects of papers and magazines, 
Your advertisement in the street car hasa clear ficld and brings resu ts. 

‘rhis is where we ask attention with the best street car adver- 
tising service in America. We're anxious to open negotiations. 
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DETROIT. MICH. StPAUL GUILDING. 
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ERED AS SKCOND-CLASS MATTER AT THI 

NEW YORK, 

E BOOMING OF NOR- 
POLK, VA. 


Frank 


\. Tle ywood, ot Wood 


N. J., sends PRINTERS’ INK the 


ng interesting story: 


spring of 1890, Norfolk, Va., 


» the need of advertising. It 
nty of history and considerable 
vation. The climate was all 


Keeping in view the above 
Norfolk men had very definite 
to what the future should 
w the “ Gateway of Dixie.” 
Men’s Association of 
was formed early in 1890 to 
n two parties of New England 
per men whom IT took on an 
ion tour through Virginia for 
rfolk & Western Railroad Com 
rhe parties each stopped for a 
Norfolk. The Business Men’s 


Business 





hewspaper 
in the 
ne with any other city when it 


it Norfolk can’t be pi 





to extending “the glad hand.” 
nphal arch spanned the street 

Atlantic Hotel to the Citizens’ 
The Government's band from 


ae 
vard accompanied the guests 


Each North 
is sandwiched between Vir 

\ steamboat transported 
out Norfolk’s waters; cat 


eled them about the streets; 


t their stay. 


sented them with bouquets ; 


e dined and wined; patriot 


rved up in big gobs; mint 

made m wash-tubs. The 
s that friends were made in 
dand twenty-five New Eng 
s fol Norfolk where friends 
r existed before. Men who 
n of Norfolk for twenty-five 





a place steeped in rebellion 
the past ten years printed 
s of lines of good opinion. 
Norfolk, when 
d capital for a local enter- 
where 
O TO&qc they could not raise 
result of the 


vomers ” of 
it from a_ section 


The direct 
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journalists’ visits, from my standpoint, 
Wassome I 


5,000 lines of “advertising.” 
Men’s Association 
was so Well pleased with the direct re- 
sults of the visits of the New Eng- 
land editors that I was engaged to 
travel in the North for the associa- 
tion, presenting the opportunities of- 
fered by the city to manufacturers, 
home-seekers and investors. 





The Business 


The as- 
500 a month; 
before I left this was supplemented by 
a purse of $1,500 from David Lowen 
berg, Barton Myers, Geo. M. Pollard, 
the Atlantic Hotel Co., E. A. Buell, 
Ii. Synon, M. W. Mason and 
others, who at that time had nothing 
but the general interests of the city at 
heart. 





sociation allowed me 








Nearly every business man in 
the city also contributed to the cost 
of printed matter. All the trade or- 
ganizations issued booklets within a 
few  wecks. The Jlirginian and 
Land , the two leading papers, 
furnished me with unlimited extra 
copies for distribution, the transporta- 


tion companies with booklets. 





Mla 





A successful pian to get people to 
Norfolk was put into effect within a 
few days. This was the issue of a 
coupon-ticket by the Old Dominion 
Steamship Company, whereby a man 
could go from New York to Norfolk 
and return with his expenses paid for 
; The Merchants’ 
& Miners’ Company sold a_ similar 
ticket at Boston and Providence, and 
the Clyde Linea five-day ticket from 
Philadelphia for 





eight days for S25. 


Siz. These excur- 
sions were advertised by the company 
issuing the ticket 
thing for every one concerned; it was 
a kind of advertising that paid for 
itself and conside rably more besides. 
\nother pian inaugurated for October, 
18go, was a proposed visit of the Busi- 
ness Men’s Association to the North. 
The enormous cotton crop of that year, 
however, tied up the officers of the 
association. 

The formation of the Virginia Real 
Estate Exchange in November, 1890, 


and were a good 
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was a plan of the Norfolk Association 
to draw the attention of the specula- 
tive real estate men to the city. Over 
four hundred attended, and a lot sale, 
which was put in as a trimming to an 
oyster roast, paid handsomely. The 
Norfolk & Western Railroad received 
some six thousand four hundred dol 
lars from ticket sales to the visitors. 
The World’s Fair Delegation Conven- 
tion in the autumn of ’9! was another 
plan of the Business Men’s Associa 
tion and attracted some three thou 
sand visitors. The celebration give n 
in Norfolk attendant to the Naval 
Rendezvous in 1893 attracted some 
fifty thousand and was engineered by 
the same body of men. The launch 
ings of the Navy Yard are all well ad 
vertised by the same organization; in 
fact, it is very instrumental in secur 
ing the large number of conventions 
which congregate in Norfolk. I have 
taken sixty-eight parties to the city in 
the past nine years, the parties num- 
bering from eight to seventy-five. 
Norfolk has beex a liberal patron 
of the newspapers for the past ten 
years, In 1891 an industrial develop- 
ment company spent ten thousand 
dollars in the AJanufacturers’ Record 
alone. The city is a regular graft for 
the map-makers and booklet 
lishers. All of the commercial organi 
zations issue annuals, and the real 


pub- 


estate men and land companies get 
out new maps at frequent intervals; 
even the banks distribute some book 
let work. For a time an envelope 
never left a Norfolk house without a 
map of the city or a booklet describ- 
ing its advantages. A conservative 
estimate of the amount of foreign ad 
vertising done by Norfolk is about 
$20,000 annually. Has it paid? Well, 
Norfolk is the best known of any city 
in the South, if we Atlanta. 
The exports and imports increase each 


exce pt 


year in a proportion far above that of 
‘ Building has been enor 
mous, even during the 
The largest bank building in America, 
and one of the largest hotels have been 
recently completed. There has been 
more building done by transportation 
companies in Norfolk recently than in 
any other city in the United States. 
The advertising has always been sup- 
plemented by Norfolk capitalists who 
have ever been ready to take stock in 
enterprises which can be made to pay 
there. The Business Men’s Associa- 
tion has virtually been but an adver- 


ther cities. 
depression 


while 
the “store management” has been 
conducted by private individuals or 
corporations. The cities which wish 
to emulate Norfolk will do well to re- 
member that an advertising appropria- 
tion without the backing of local sub. 
scriptions to the capital of a new 
enterprise is apt to result in naught. | 
have found that there are few manu- 
facturers who care to create value for 
the possessions of others without a 
local financial interest being taken. 


tising and information bureau 















~o, 
PUBLISHERS’ COMMERCIAL UNION 
Previous to 1880 publishers and adverti 
igents labored under great disadvant 
accepting contracts for adv ising, as_ ther 
were no means of ascertainin e financial re- 
ponsibility of advertisers unless the general 
l agencies were consulted, whict 
pensive luxury to the average pub- 
advertising business has compli- 
tliarly its own, and viewing it from 
ers’ standpoint n ¢ 
1 the mercanti g iS not 
sfactory when receiv 188 








the idea was evolved that an institution similar 


ot larger agencies, but operated exc 





ishers, giving tl 
ind responsibility of ads 
, it apply to 
favors, and such other detailed information as 


would cover the situation, would be of 





financial stan 
tisers who mi 
















benefit Che idea was formulated into 
of operation and the 
Union came into ¢ 
there was a field for t 
< zation became 
lisher dorsed tl 

m to such a degre 
Nhe ssary to incre c 

n yw i ! 
located Ch », with branch 

k, Boston Phil 
tl ind corresponder 
the lead gz cities and V 
States and Canada, and. the Union took tt 
place as one of the recognized valuable ad- 
uncts to the advertising business. Ti ‘ 


ern offices are located in the Boyce B 
Chicago, the I 8 Temple Cot 
ew York Middleman, 





tern office at 
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SISCO. BROS. 


BUTTONS! 


From the commonest to the most 
sxpensive kind of Button—rare,hard 
to find--in, fact, every sort. style 
and design, we try to have con- 
stantly in stock. It’s worth your 
while to spend 10 minutes among 
the beautics of our hobby—Buttons, 





SISCO BROS., 








13 W. Lexington St. 
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A BALTIMORE BUTTON AD, 
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IN A TOWN OF 2.000. the heart of the richest and oldest 


farming district in Michigan. The 
field is a good one, and H. W. Dan- 
cer, the manager of the firm men- 
— tioned, is pushing it for all it is worth. 

The retail dry goods firm of When asked to tell of his advertis 
Holmes, Dancer & Co., Northville, ing methods for the benefit of some 





HOW A MICHIGAN DRY GOODS FIRM 
BRINGS ITS WARES TO PUBLIC AT- 
PENTION, 





1899. —===ANNUAL== 1899. 
WINTER CLEARANCE 
SALE! 


Commences Saturday, January 21, 99 
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HOL. MES, DANCER & CO., Northville. 


Wayne Co., Mich., is doing some of the readers of PRINTERS’ INK, 
g 
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good advertising—advertising that is Mr. Dancer cheerfully consented and 
bringing very satisfactory results. talked about as follows: 
Northville is a town of 2,000 inhab “We have found the local news- 


itants, the location of a half dozen papers to be the best of all mediums, 
flourishing factories, and situated in and although we use other methods 
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frequently, the papers give the best 
results. We take considerable space 
in the leading paper, the Record, and 
as it is read in nearly every home in 
the vicinity, it brings satisfactory re- 
turns. We change ads every issue, 
and often change the amount of space 
as well, varying from one to three col- 
umns in ordinary times up to a full 
page on special occasions. - In the 
spring and fall we frequently take 
space in out-of-town papers to advei 
tise our carpet and cloak sales. 

“Tn the preparation of ads I aim to 
use the simplest language, giving 
truthful descriptions and reasonable 





prices. I have no use for the sky- 
rocket style of describing goods, and 
unreasonably low prices are never 


given. People are suspicious of too 
low prices and too great bargains. 

“T order space each week to fit the 
ad, using all that is necessary for 
proper display and not an inch more. 
We commonly have two styles of 
type in our ads, De Vinne for display 
and French Old Style for body mat- 
ter. Small and attractive cuts prove 
effective and we use them freely. 

* New stocks of goods are well ad 
vertised on their arrival, and we back 
up our ads with neat window displays 
of the articles advertised. 

“Several times a year, about the 
first of January, February, July and 
August, we get out a great number 
of bills the size of a 
column newspaper. Business is natu- 
rally a little dull at these times, and 
we use the bills to up. 
They are circulated throughout the 
surrounding towns and neighborhood. 

“During the dull midsummer 
months we do not relax our effort, 
but on the contrary try harder than 
ever, and experience has demonstrated 
this to be the correct policy. 

“Early in the holiday sezson each 
year we get out a small, well-illustrated 
catalogue of eight or twelve pages, ad 
vertising goods and novelties suitable 
for gifts, and have found it to be a 
paying investment, too. 

“We have never tried fence signs, 
mile-boards, or anythiag else of that 
kind. We are perfectly satisfied with 
our present system.” 

One reason why Mr. Dancer’s ad- 
vertising pays so well is that all cus 
tomers find that everything is just as 
represented and that they are honest- 
ly and courteously treated. 

VIRGIL V. McNITtrt. 
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NEW YORK'’S FLAG LAW. 

Any person who in any manner, for exhibi- 
tion or display, places or causes to be pl ced, 
any inscription, design, device, symbol, naine, 
advertisement, words, characters, marks or 
notice whatever, upon any flag, standard, color 
or ensign of the United States, or State flag of 
this State, or ensign evidently purporting to be 

















































either of said flags, standards, colors en- 
signs, or who in any manner appends, annexes 
or affixes, or causes to be appended, ar xed 
or affixed, to any such flag, standard, color or 
ensign, any description, design, device, s\ ol, 
name, advertisement, words, marks, not or 
token whatever, or who displays or exhil or 
causes to be displayed or exhibited, any flag, 
standard, color or ensign of the United S Ss, 
or flag of this State, or flag, standard, co or 
ensign, evidently purport b itl of 
said flags, standards i n 
which shall in it- 
tached, annexe ie- 
sig device, name, advertis nt, 
words, marks, notice or token whatever, or who 
publicly mutilates, tramples under, or « T- 
wise defaces or defiles any of said flags nd- 
ards, color ensigt whether any of said 
£ r 
fa 
in 
ls 
to 
H. L. KRAMER. 
A Cl publica 1 gives the following 
ter I Kramet 
first little 
in 
g 
‘ae 
ic 
uy 
newspaper advertising investme : 

» a vear,and he is counted as one ot 
greatest prac i - 
tles on th 
His del " 
mous a in 
motion a few : is 
best illustrated by an expression made f 
to a friend recently. He said: ‘* My b I] 
get rich when we make t we 
can spend it for advertisi 

Beside the No- , 5 t er- 
prises, Mr. Kramer scored another | s 

iccess in the Magno-Mud bat of I ina 

Mineral Springs, Ind., the only place where 

t itism can d 

-To- Bac cur- 

mere wi , but 

’ e materi d and 

lith ite ,and Mr. Kran up- 

preciated its possibilities at first sight To- 

day there is at the Indiana Mineral Springsa 

$250,000 plant of hotels, bathhouses and cot- 

tages, electric-lighted, steam-heated, with beau- 

tiful park surroundings, patronized by thou- 
sands of prominent guests 

Mr. Kramer is only thirty-six years old, and 
his energy and vitality have not yet reached 
their climax. Many leading business men of 
America have been to join in his enter- 
prises, displaying the highest confidence in a 
great future, which this young man’s remark- 


able advertising genius and capacity for work 
will bring forth, 

















PRINTERS’ INs. 


ae Sun. 


Americas Best Daily. 


Why Does The Sun 


Believe that it is especially adapted to 


Because in all New York there is 
no man of property, no man of real 
substance, no citizen of standing and of 


honorable ambition who does not read 


do your advertising ? 


THE SUN. 
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Throughout Ameri- 
ca most people admit 
that [Hr Sun is the 
best Daily newspaper 
published. 
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No Man Denies It 
atari 
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BEFORE THE DEPARTMENT 
STORE. 


To Ireland must be given the credit 
for the first glimmer of the idea that 
has its culmination in the present de- 
partment store. Its inception saw 
the light inthe dry goods establish- 
ment of Todd, Burns & Co., in Dub- 
lin, but it was then only the germ. 
When A. T. Stewart returned to Ire- 
:and from his first visit to this coun- 
try, his acute perception noted the ad- 
vantage of this manner of doing busi- 
ress, and in all probability it led him 
to improve upon and put into execu- 
tion the ideas suggested by the meth- 
ods of this Irish concern. In this 
country the induction of the depart- 
ment store plan was tardily accepted, 
and even with A. T. Stewart’s earlier 
efforts there was little hope of an 
awakening. Not until close on to the 
fifties did the idea assume strength. 

Before the advent of the depart- 
ment store the stores were of the av- 
erage dimensions of about 25 feet 
front, extending from §0 to 100 feet in 
depth, the business being usually con- 
fined to the ground floor. There were 
stores selling only dry goods proper, 
others selling fancy goods and _ no- 
tions, the former greatly in preponder- 
ance. There were a few millinery 
stores and some stores specially de- 
voted to the manufacture and sale of 
mantles; only in the latter two were 
women employed, there being a force 
of skilled workwomen in the millinery 
and mantle stores as well as sales- 
women in the millinery shops. 

At all seasons of the year the hours of 
labor were abnormally long and weari- 
some. There was no settled agree- 
ment as to opening or closing, this be 
ing left with each individual ;roprie- 
tor. The day’s work varied from 
7 a.m. to 10.30 or I1 p. m. on week- 
days, and as late as 12 p. m. (and 
sometimes later) on Saturdays. Only 
those stores that had a high-class 
clientele would open at 7.30 or 8 a.m. 
and close at 9 or 9.30 p. m._ In those 
days the dry goods stores had scarcely 
any of the comforts, and absolutely 
none of the luxuries or conveniences 
of the present-day appointments. 

The two-price system with all its 
iniquities of selling goods was -he one 
in almost universal use in the dry 
goods trade of those times. There is 
no gainsaying the fact that it was a 
most unfair system, and led to great 
abuse on the part of dishonest mer- 
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chants and their employees. With 
the exception of a few houses the dry 
goods salesman of those days was ex- 
pected to exercise his art in getting 
the highest possible price for an article 
from a customer irrespective of its 
value. It was a system of haggling 
between the buyer and seller in which 
all the tricks of the trade—and they 
were legion—were called into play by 
the salesman, and in which subterfuge, 
evasion, quick-wittedness and finesse 
were brought into requisition by the 
buyer. One of the most vicious feat- 
ures of the two-price system of those 
times was what was technically known 
in the trade as half-overs—that is, cer- 
tain articles were marked by the pro- 
prietor so as to give the salesman one- 
half the price obtained over a certain 
figure. This, of course, was giving a 
premium for downright dishonesty. 

On this side of the water the de- 
partment store first gained prestige in 
the city of New York. It was of 
gradual growth—first fancy goods and 
notions were added to the stocks of 
general dry goods; after a while laces 
and embroideries. New departments 
were added, one at a time. When 
millinery and ribbons and a depart- 
ment for the making to order of man- 
tles and costumes were added in ro- 
tation it was the beginning of the 
dawn of that competition that is the 
life of trade. After this the addition 
of new stocks came somewhat in the 
following order: Carpets and uphol 
stery, furs, women’s muslin underwear, 
boys’ clothing, furniture, crockery and 
glassware and housefurnishings, men’s 
clothing, toys, leather goods, cutlery, 
silverware, patent medicines, staticn- 
ery and books, jewelry and shoes. The 
later additions include pianos, sport- 
ing goods, bicycles, harness and cAr- 
riages, the physician, the dentist, the 
manicure and the undertaker. 

That the department store has 
come to stay and grow in usefulness 
no longer admits of any doubt. It 
has encountered and overcome oppo- 
sition at every step. Nearly all the 
great department houses of to-day be- 
gan their careers as small stores, and 
grew with gradual strides to their 
present magnitude. — Dry Goods 
Chronicle, New York. 


~-o - 

BOTH USEFUL. 

Newspapers may properly be divided into 
two classes: the high-class papers with small 
circulations and the cheaper papers with large 
circulations. They both have their fields of 
usefulness.—Profttable A dvertising. 
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Statement of the Actual Bona Fide 








Circulation of the 


DES MOINES 


Daily News 


FOR THE YEAR 1808. 
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Grand Total for the Year, - = = 
Average Issue per Day, -_ = « 


I, John J. Hamilton, General Manager, and I, Lee G. 
Turck, Foreman of the Press Room of the DEs Moines DaILy 
News, on oath state that the above is a true and correct table 
of the actual daily issues of the said paper for the year 1898. 

JOHN J. HAMILTON. 
LEE G. TURCK. 
Subscribed and sworn to before me this 6th day of January, 
1899. ELIZABETH GUTHRIE, 
Notary Public, Polk Co., Iowa. 
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THE FEMALE FIGURE IN AD- 
VERTISEMENTS. 


A number of women’s clubs in IIli- 
nois have begun a crusade against 
the indiscriminate use of either the 
female face or figure for advertising 
purposes, says the Baltimore Hera/d, 
proclaiming their belief that such pub- 
licity lowers the standard of woman- 
hood, detracts from womanly dignity, 
and tends to corrupt the youth of the 
land. Resolutions have been pre- 
pared expressive of the opinions and 
aims of the would-be reformers, and 
the General Assembly of the State is 
to be memorialized in behalf of re- 
strictive legislation. 

It is easy to foresee that the ladies 
who have started this movement have 
undertaken a heavy task. They seek 
to prohibit all publishers, public en- 
tertainers, manufacturers and _ trades- 
men from using the face, form or any 
part of woman’s figure in either a sug- 
gestive, immodest or an immoral man- 
ner. As for manufacturers and deal- 
ers in liquor, beer and tobacco, they 
would be forbidden from advertising 
the female face or figure at all. 

Evidently, the obstacle which lies 
in the path of this reformatory pro- 
ject consists of the difficulty of fram- 
ing a law that would definitely pre- 
scribe what would constitute suggest- 
iveness, immodesty or immorality in a 
pictured advertisement. There is a 
divergence of views, even among the 
club members, on this point, for, in 
the discussions that have taken place 
upon the resolutions here and there, 
one woman would proclaim that a 
picture displaying underwear on a 
woman’s figure was “simply outrage- 
ous,” while a fellow member would as 
earnestly declare that there was noth- 
ing immoral in underwear. These dif- 
ferences of opinion may incline the 
public to the presumption that the an- 
cient motto “ Honi soit qui mal y 
pense” is perfectly applicable to many 
of the advertisements, regarding which 
the estimable leaders of the reform ex- 
press their earnest objections. 

That there are here and there sug- 
gestive and immodest modes of adver- 
tising must be admitted, but such 
methods of attracting custom seldom 
attain the desired object. Moreover, 
no self-respecting newspaper or maga- 
zine would publish an indecent adver- 
tisement, and places of public enter- 
tainment can not attract respectable 





audiences by meretricious pictures, 
The ladies who have begun this her. 
culean work mean well, however, and 
they may receive cordial assistance 
upon practical lines, but their work is 
of a character that could easily become 
ridiculous and Quixotic were it not 
carefully directed. 


FROM L OGICAL BOSTON. 


PRINTERS’ INK has : read with much 
amusement the article from Profitable 
Advertising reproduced below and re- 
prints it for the edification of those 
readers who do not know what a well 
regulated intellect the Boston intellect 
is, and how logically it judges all mat- 
ters, advertising or otherwise: 

Four iron- gray Ries s prance gaily through 
the city’s streets quite frequently harnessed 

abreast to a vehicle that looks like a cross be- 
tween a dump cart and a Roman chariot, and 
driven by a swarthy African arrayed in a soiled 
Oriental costume. This striking outfit is de- 
signed to advertise ‘‘ Victor ’’ coffee, the name 
of which is prominently displayed in gilt letters; 
but that the effect of the enterprise is all that 
can be desired is open to doubt. Making a de- 
tailed analysis of the turnout, we secure the 
following results : 

The horses are very handsome animals and 
are well matched, while tneir plain and simple 
harness only makes their good points more pro- 
nounced. Effect: a good impression. 

2. The negro who handles the ribbons is 
very black, rather repulsive in appearance ,and 
wears a flowing robe of a decidedly dingy hue 
none of these defects being offset by any par- 
ticular skill as a driver. Effect: a bad im- 
pression. 

The vehicle is moderately unique, but it is 
not such a uniqueness as would attract special 
attention. Effect: a neutral impression. 

Now, eliminating the vehicle as an unimpor- 
tant factor in the scheme, we have the horses 
and the negro from which to form a conclusion 
regarding the general value of the publicity 
received. It must be remembered, however, 
that the section of humanity which coffee 
manufacturers are most anxious to propitiate 
is composed of the women, and, therefore, itis 
the effect of this advertising on women "that 
must be considered. 

The horses, we have decided, make a good 
impression. Moreover, there is no reason to 
doubt that they make’ an equally good im- 
pression on the women as on the men, On the 
other hand, the negro, with his unprepossess- 
ing countenance and. dingy garments, will make 
a far worse impression on the women than on 
the men, because woman has a deeper rooted 
abhorrence for the repulsive. Thus, as far as 
woman is concerned, the good impression pro- 
duced by the horses is nullified by the bad im- 
pression produced by the negro, and conse- 
quently it is reasonable to conclude that this 
particular method of advertising ‘ Victor” 
coffee has a negative effect. 

Hereafter, whenever a woman who has seen 
the turnout thinks of ‘‘ Victor ”’ coffee she will 
also think of the burly negro, and the mental 
association will not & & favorable to the coffee. 

TRUE ENOUGH. 

The right sort of advertising makes the 
luxuries of life the necessities of life.—Profit- 
able Advertising. 
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THE SMALL ADVERTISER’S 
SPACE. 


If I were buying space for the ad 
vertising of a retail store in a small 
city, the kind of a contract I would 
make would depend on the character 
of the newspapers which were to carry 
the business. If our local paper (or 
papers) were issued weekly, I should 
first make an estimate of the minimum 
amount of moncy I wanted to expend 
with each one, and then contract for 
as large a space in each issue for a 
year aS my appropriation would buy, 
with the privilege of more space at 
any time I wanted it, at same rate per 
inch. In a weekly paper, my adver- 
tisement should be in the same place 
every week—the best place I could get 
it, of course—but, wherever the posi- 
tion, always the same; just as the edi- 
torial, and the markets, and _ local 
news, are always right where people 
expect to find them each week. Of 
course, in a weekly, my advertisement 
should be changed each issue, unless 
I wanted to announce some business 
event of considerable moment, in 
which case the announcement might 
stand for three or four weeks preced- 
ing the event. 

If the paper was a semi-weekly, I 
should use three or four times as much 
space in the second edition of the week 
as in the first; the paper which reaches 
the farm on Friday or Saturday is the 
Sunday paper for that farm. The ad 
should have its specified place in the 
semi-weekly, too—and stay there. 

In the country daily, if we had one 
or more in our town, I would not con- 
tract for a certain amount of space in 
every issue, but for a certain number 
of inches to be used in the year, for a 
specified sum. If I could possibly ar- 
range it, I would offer to pay cash in 
advance for the space, too. That is 
the most powerful price-reducer that 
can be brought to bear on a country 
paper’s ratecard. If the rate card says 
five cents an inch each insertion, it’s 
pretty certain that you can get 1,000 
inches for $35, or 3,000 inches —which 
would give you an average of nearly 
ten inches a day—for $75 to Sgo. 

It’s the nicest way in “the world to 
buy space—from your standpoint; we 
are not talking about the printer’s side 
of the question. Suppose you have 
bought 3,000 inches. One week you 
Stay out of the paper for five days, 
and “save up” the space, and on Sat- 
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urday you take a half page and are 


even. Or use five inches each day 
and a quarter page on Saturday. Or 
take your ten inches and divide it up 


each day; ten little one-inch ads, or 
five two-inch. Of course if you use 
more than your 3,000 inches in the 


year, you get the excess at the same 
rate per inch. 

I believe you'll get more for your 
money this way than any other. [| 
know the ey gets less for his 
work.—Chas. S. Anderson, in Adz 





tisine World. 
—s METHODS ABROAD, 

Mr. John Lee, editor of the /nxterstate 
Grocer, is in whe of a letter from J. George 
Heid, a young St. Louisan, now traveling 
abroad, which contains some very interesting 


struck Mr, 
huge trucks, 
cumbrous 


information. One incident that 
Heid was the absence of the 

drays, transfer wagons and other 
vehicles which are so much in use by the 
wholesalers here. Owing to the narrowness 
of the streets which characterizes every city in 
Germany, Norway, Sweden, Denmark or 
Austria, it is a manifest impossibility to use 
such huge vehicles. For the same reason 
goods destined for the business houses are 
never unloaded on the sidewalks in front, but 
are delivered in the courtyard in the rear. Mr. 
Heid says that throughout Ge rmany all goods 





are delivered free to customers by the jobbers 
and manufacturers within city limits. To off- 
set this, the teamsters, who are paid only a 


small sali ary, expect a small gratuity or “* drink 
money ”’ from the customers. A few of the job- 
bers in the principal cities have their hauling 
done by transportation companies, but the ma- 


jority of them do their own receiving and de- 
a The same system of free delivery 
also obtains with the leading retail stores. In 


many instances the delivering of goods by retail 
stores is extensively carried on by men and wo- 
men, who use all manner of conveyance in this 
work. Many of them use small w: agons drawn by 


dogs, but sometimes the locomotive power is 
furnished by the men and women themselves, 
The favorite conveyance is a huge basket 


strapped to the back, or carried upon the head, 
and these baskets often contain loads that 
would stagger the most muscular American, 
In Germany, Mr. Heid says, dealers do not 
buy their sugar direct from the manufacturer, 
but from the refiner, who buys the unfinished 
article from the manufacturer. The refiner 
sells the finished product in quantities of about 


thirty tons to the lot, to dealers able to pur- 
chase such an amount. As many of the gro- 
cers are unable to afford such an outlay, they 


have recourse to the forming of clubs with 
other grocers.—S?¢, Louis Republic. 


aememeeeiiitimitaininte 
A STAR IDEA. 

It’s a trifle, but it’s a bright idea, in fact the 
most effective thing that has appeared lately 
in the dailies, that little star that E. J. Murphy 
his for and to rent ads in the 


puts in sale 

Union. When you see a star, that means 
Murphy, and it must be admitted that the 
Union's advertising pages have quite a stzr- 


spangled appearance some days.—Sfring gfield 
(Mass.) Home stead. 


o- 

A Goop picture talks German, French, Fili- 
pino, or Patagonian just as well as it does 
English, and tells a story quicker than any 
amount of cold type.—A dvertising World. 
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Pressroom and Circulation Books Open to the 
World. 


STILL HIGHER 


IS THE 


HIGH-WATER MARK 


IN THE 


Nashville Banner’s 








CIRCULATION! 


The Daily Average Circulation for the Year 
Ending January 3! was 


14,930 


Circulation is the basis of value of advertising space 
in newspapers. The NAsHvILLE(Tenn.) BANNER accepts 
advertisements based upon accuracy of its circulation 
statements, making no charge whatever if proved inaccu- 
rate, misleading or deceiving. Its pressroom and books 
are open to advertisers, and every facility given for as- 
certaining the facts. The BANNER is the only Nashville 
paper which makes known its circulation. 

. 
THE NASHVILLE BANNER, | New York Office, 150 Nassau 


NASHVILLE, TENN. Street, 


E. M. FOSTER, Business Manager. Ss. 3. VREELAND, Representative. 
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When you want a thing the way to get it 
is to advertise for it. 








There clambered one night a gorilla. 
She thought ’twas her hub 
Coming home from the club, 

And she hit him—but not with a pilla. 





There was a young girl of Zambesi 
Thought camels a cinch like parchesi ; 
But mounted she swore 
She’d spatter the gore 
Of the man who said ’twas damesi, 








To the room of a maid in Manila | | 
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a chuffy young maid of Havana 
Had a habit of saying “ Manana,” 

But that wasn’t the word 

The good people heard 
When she slipped on a piece of banana. 


A — lady of Swat, 
W hen asked to go out ona yat, 
“ Instead of the cruise,”’ 
Said, “ Gimme some buise, 
I’d a great deal rather be shot.” | 





The Ripans Chemical Company think they could use with advantage a collection of rhymes 
and jingles besed on facts stated in testimonials published in the daily press. Everybody sees them 

‘the sort of rhyme and jingle The Ripans Chemical ge cage 4 want is illustrated in the 
samples printed above, whichis a reproduction of a page from the Humorous Supplement of the 
New York Journal for Sunday, February 26th. 

For every rhyme or jingle that ‘he Ripans Chemical Company can use for advertising pur 
poses they will send the poet a five-cent package of Ripans Tabules. They will clear his brain. 

For every really good rhyme or jingle they will send a dozen of the five-cent packets, by 
mail, postage paid. A dozen packets will make a poet over new. 

‘or every rhyme or jingle that they think worth so much, they will send a one-dollar 
greenback. This isa Kioncike. Address all communications on this subject to 
THE RIPANS CHEMICAL COMPANY, 

Advertising Department, No. 10 Spruce Street, New York City. 
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COUPONS 
GRATIS 


In connection with every advertising con- 





tract placed with PRINTERS’ INK or the 
American Newspaper Directory before July 
4, 1899, subscription coupons will be issued 
to the full amount of the contract, the coupons 
being redeemable on presentation at any time 
during the present century, each coupon, 
when indorsed by the name of the subscri- 
ber, being 
Good For 
One Year’s Subscription for Pkrinrers’ Ink, 
Price, Five Dollars, 
or 

One Copy of the American Newspaper Directorv. 

Price, Five Dollars. 


At the Option of the Subscriber. 





For further information address, 
PETER DOUGAN, 
Advertising Manager of PRINTERS’ INK 
and The American Newspaper Directory, 
No. 10 SPRUCE STREET. NEW YORK CITY, 
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JOURNALISM IN NEW YORK. 





NEMESIS GETS A “ WORLD’? MAN—HAD SE- 
CURED A COPY OF THE “ JOURNAL’s ”’ CIR- 
CULATION SHEET FOR $10 AND WAS CAR- 


OFF WHEN HIT—HAS HIS ACCOM- 
FOR ‘NOT ACTING 


RYING IT 
PLICE ARRESTED 
SQUARE,”’ 


Michael Levine, who is employed in the cir- 
culation department of the Yourna/, was ac- 
cused before Magistrate Kudlich in the Centre 
Street Police Court yesterday of having com- 
mitted an assault upon Charles J. Flannigan, 
who is employed in the circulation department 
of the World. ‘lhe alleged assault occurred 
under the Bridge, in Rose street, near New 
Chambers street, several days ago. Flannigan 
received a blow on the lower jaw from some 
blunt instrument, probably a lead pipe, which 
broke his jaw and felled him to the ground un- 
conscious. He is now confined to his home at 
654 Halsey street, Brooklyn, and was unable 
to appear as compl ainant. 

Levine said in court that he had met Flanni- 

gan by appointment on New Chambers street. 
fie had agreed to give Flannigan for the sum 
of $10 the circulation sheet of the /ourna/ con- 
taining a list of all the newsdealers to whom 
the paper is sold and the number of copies sold 
toeach. This is regarded as the paper’s most 
treasured secret. Levine’s story was that he 
left Flannigan in a saloon on Rose street after 
giving him the circulation sheet and returned 
immediately to the Journa/ office. 

Lawyer Einstein, Levine’s counsel, asked for 
his client’s discharge on the ground that there 
was no evidence against Levine. Flannigan’s 
lawyer presented a statement signed by Flan- 
nigan giving in detail his view of the affair, and 
asked Magistrate Kudlich to issue a warrant 
for Levine when sufficient evidence should be 
adduced to implicate him in the assault. This 
the Magistrate promised to do, and he then 
discharged Levine. 

Flannigan’s statement regarding the transfer 
of the ss sheet was as follows: 

“T, Chas. J. Flannigan, Jr., being of sound 
mind, but in such physical condition that it is 
impossible for me to appear in court, desire to 
make the following statement under oath: On 
Feb. 2, 1899, at 7.30 o’clock in the evening, I 
met by appointment a man named Levine, an 
employee of the New York Evening Journal, 
in New Chambers street. He came down the 
north side of the street, and I says to him: 
‘Hello! You are ontime. Are you ready for 
me?’ And he says ‘Yes.’ Raising his left 
hand and putting it to the inside pocket of his 
coat, he pulled out an envelope addressed to 
David Crow, who holds a position as collector 
in the Evening Journal city delivery. 

““We then went up as far asa saloon at 22 
Rose street. I suggested going toa restaurant 
nearby, and to another place of good repute 
around on Pearl street, but he objected on the 
ground that he would beseen. F inally he says, 
* Well, come on, let’s go up under the bridge. 
It will be safer and no one will see us.’ I says, 
‘Oh, no. Come around into the restaurant or 
into the saloon where we can sit down and be 
comfortable.’ He says,‘No. I wouldn't be 
seen for a good deal ‘of money.’ Then we 
started up Rose street. 

‘* When we got at the saloon at 22 Rose street 
I says, ‘ Come in here; this will do. Wenever 
can complete this thing standing up against 
the bridge here.’ He went into the saloon 
with me and I opened the envelope and looked 
to see that the slip was there. Levine says, 
*T’ll go around to the corner of Franklin street 
and tell them it’s all right.’ I gave him $s, 
and he says, ‘ Now, Charley, you can sit here 
and fix it up and I’ll go and tell them it’s all 
right,’ 
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‘He went out and came back when I had 
the sheet nearly completed excepting five or 
six small items. He says, ‘ Hurry up, now, 
Hurry up. You’ve got the life scared out of 
me.’ He was leaning over my shoulder, offer. 
ing his assistance in calling off the few remain- 
ing items, andI wouldn’t have it. I then hur. 
ried around and handed him the slip oo 
back to the # vening Journal office and told 
him I would wait until he returned. ‘No, 
No. I’ve been square with you,’ he says, 
* Now you be square with me. I want the other 
money.’ I says, ‘All right,’ and gave him $5 
more. 

‘Then I started to put on my coat and 
folded up the memorandums. I walked over 
to the bar and says, ‘ Boss, give me a glass of 
beer.’ Then I left the saloon. Levine had 
left five minutes ahead of me. I came out of 
the saloon on the north side of Rose street and 
started toward Franklin street with the inten- 
tion of going to the Wor/d office. The last I 
remember was reaching the corner of Franklin 
and Rose streets. The last man I saw or 
spoke to, except the bartender who served me 
with the beer, was Levine. 

“The next thing I knew I was in the circu- 
lation department in the //’ordd and friends 
were washing the blood from my face and neck 
and hands. I was dazed and could not explain 
what had happened. I recovered enough to 
go to my home, 654 Halsey street, Brooklyn, 
where I was attended by my physician, Dr, 
Bowen, of 782 Hancock street. He told me 
my jaw was broken. 

“CHARLES J. FLANNIGAN, Jr.” 

It does not appear whether or not the Jour- 
nal gentleman got back from the H’ordd gen- 
tleman his copy of the /ournal’s circulation 
sheet.—New Fork Sun, March 1st. 

e — 
HER IDEA. 

One Sunday afternoon I was trying to amuse 

a juvenile visitor by showing her photographs 








of travel. As we came toa big picture of the 
Gibraltar rock she exclaimed delightedly: 
“Oh! L know what that is, it is Gibraltar. 
sut,’’ she added in a disappointed tone after 


examining the photograph : 

‘* Where is the building?” 

“What building ?”’ I asked. 

“Why, the building that is in the rock.’ 

By dint of patient questioning I fing fiy dis- 
covered that she had been attracted by some of 
the Prudential’s advertising, which represents 
the handsome house of the company on the face 
of the big rock,and she fancied that a hole had 
been excavated in the rock and the building 
actually erected there.— 7he Journalist. 

- eo 

A MECHANICAL ADVERTISING DEVICE. 

A clever advertising device attracts the at- 
tention of Bostonians. It consists of a sign- 
board upon the center of which isa gigantic 
face, which appears to be enjoying a cigar 
six feet long and one foot thick. The smoker 
seems to inhale deeply, the end of the cigar 
grows and then the red hue fades away as 
a cloud of smoke blows into the air. The se- 
cret cf this piece of mechanism is revealed by 
the American Machinist. The cigar, which 
is of copper, contains an incandescent electric 
light and is connected with a steam pipe. Back 
of the sign is a disk wheel, having a projecting 
xin and driven by a motor. This pin estab- 
Fines and breaks the electric circuit as well as 
opening and shutting the steam valve. W hen 
the electric circuit is closed the smoker inhales 
with zeal. As the disk turns the circuit is 
broken and the steam valve is opened, forcing 
clouds of smoke into the air. The effect is en. 
tirely out of proportion te the simplicity of 
the means employed.— Philadelphia Record, 
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STILL MARCHING ON. 


THE ONE NEWSPAPER THAT COVERS THE SOUTHWEST, 


LOS ANGELES TIMES 


Circulation Statement for Every Day of the Year 1898. 






















































































pay | JAN. FEB. | MAR. |APRIL| MAY | JUNE | JULY | AUG. | SEPT.| OCT. | NOV. | DEC. 
20,240 | 21,280 | 26,520 | 38,000 | 30.300 | 28,560 | 27,700 | 24,320 | 22,740 | 22,620] 22, 

20,360 | 21,320 | 23,690 | 42,680 | 29,280 | 28,610 | 28,010 | 24,400 | 31,820 | 22,500 | 22,710 

20,300 | 21,300 | 33,210 | 30,950 | 29,210 | 44,360 | 27,900 | 24,280 | 22,510 | 23,180 | 22,870 

20,400 | 21,600 } 23,940 | 29,280 | 29,600 | 43,080 | 27,060 | 33,000 | 22,520 | 22,410 | 32,300 

20,510 | 21,400 | 23,820 | 29,200 | 40,100 | 38; 27,890 | 28,900 | 22/900 2 23,230 

28,000 | 30,300 | 24,750 | 29,180 | 28,800 | 30,470 | 32,070 | 23,700 | 22,200 22,810 

20,200 | 21,200 | 23,470 | 33,320 | *0,080 | 28,310 | 36,200 | 23,700 | 22,250 22,780 

20,200 | 22,300 | 23,360 | 42,810 | 28,850 | 29,102 | 27,450 | 23,740 | 22,470 Z8i0 22/900 

20,280 | 21,740 | 23,580 | 29,; 28880 area 27,900 | 23, 31,500 | 80,390 | 22,700 

20,220 | 21,500 | 33,940 | 29 28,620 | 37, 27,110 | 23,710 | 22,500 | 24,250 | 22,760 

20,220 | 21,330 | 26,050 | 29,210 | 28,880 | 29,120 | 27,260 | 34,800 | 22,280 | 22,620] 32,688 

20,200 | 21,920 | 25,100 | 32.880 | 37,800 | 29,400 | 26,140 | 23,310 | 22,190 | 22:780| 22;700 

28,000 | 30,950 | 23,680 | 32,420 | 27,950 | 29,250 | 26,280 | 23; 22,200 | 32,300 | 22,810 

20,150 | 21,950 | 25,610 | 30,960 | 27,890 | 33,720 | 34,700 | 24,220 | 22,610 | 22,310 | 22,710 

20,190 | 21,900 | 24,900 | 41,620 | 27,860 | 30,270 | 25,800 | 23,130 | 22,750 | 22,480 | 22/800 

20,500 | 21,900 | 24,330 | 29,230 | 28,320 | 29,950 | 26,190 | 24,710 | 31,680 | 22,400 | 22,800 

22,480 | 22,620 | 34,000 | 28,700 | 27,390 | 37,100 | 25,000 | 22,910 | 22,200 | 22:410 | 22'800 

25,350 | 22,020 470 | 28,980 | 28,390 | 29,050 | 26,020 | 31,600 | 27,180} 22,320] 32,508 

21,250 | 22,310 | 25,250 | 28,380 | 37,800 | 29,835 | 25,820 | 22,900 | 22,250 | 22,770 | 22,520 

29,500 | 31,210 | 25,160 | 28,365 | 28,760 | 28,690 | 25,800 | 22,700 | 22,200 | 32,300 | 22,500 

20,670 | 22,050 | 30,110 | 28,460 | 28,940 | 28,510 | 34,820 | 22,800 | 22,290 1-4 22,500 

21,150 | 22,900 | 28,279 | 40,820 | 28,410 | 28,600 } 25,610 22,620 | 22,340 22/680 

1050 | 22/240 | 28; 29,420 | 27,370 | 28,100 | 25,790 | 22,510 | 31,608 | 25,000 | 22,550 

21,200 | 22,310 | 37,610 | 30,240 | 27,510 | 37,200 | 27,550 | 22,700 | 22,250 | 23,150 | 22,680 

21,070 | 22,160 | 27,170 | 30,210 | 28.600 | 27,090 | 25,250 | 31,308 | 22,240 | 22,850/ 32,808 

21,570 | 23,640 | 28,200 | 29,980 | 38,108 | 28,200 | 25,110 22,200 ae 28,080 

30,210 | 32,040 | 27,980 | 29,940 | 28,025 | 28,700 | 25,210 | 22,500 | 22,300 400 | 22,700 

21,600 | 25,080 | 28,540 | 29,800 | 27,205 | 27,700 | 34,408 | 22,500 | 22,275 | 22,320 | 22/700 

oe ceete 26,600 | 28,300 | 39,550 | 27,500 | 28,900 | 24, 22,550 | 23,000 | 22,700 

soccces 26,760 | 27,710 | 29,110 | 27,350 | 27.920 | 24,770 | 22,510 1} 22,700 | 22,600 

paeniees 23,700 |........] 28,820 | ...... | 37,200 | 24,510 |........] 22600] > | | 22,800 

Total...| 724,510 | 617,070 | 730,920 | 813,020 | $81,505 | 891,610 | $72,477 | 857,160 | 736,270 | 740,585 | 728,640) 744,140 

ANALY SIS. 

Total Number of Copies Printed Daily and Sunday ....9,537,887 

I ns ancnvecesenteneetetekesecedseebsvsceacboeses 33,738 

Total Number of Returns for the Entire VOBP. 0000 cc0000 135,593 

Daily and Sunday NET Average.........----++...0.cccceeeeees 26,131 


3y a careful examination of the figures in January and December, it will 
be seen that the approwimate gain in circulation during the year is, for the 
Daily issue, 3,000 copies; for the Sunday issue, 6,000 copies. 





STATE OF CALIFORNIA, bss 
County oF Los ANGELES, 


Personally appeared before me, Harry CHANDLER, Vice-President and General Mana- 
ger of the Times-Mirror Company, who being duly sworn, deposes and says that the daily 
bona fide editions of THe Times for every day of the year, ended December 31, 1898, were 
as above. (Signed), Harry CHANDLER, 

Subscribed and sworn to before me this 25th day of January, 1899. 

Tuomas L. Cuapin, 
Notary Public in and for the County of Los Angeles, State of California. 
 Nore.—Figures in bold face type in the above table show Sunday circulation. _4$ 


[SEAL.] 





The average net daily sworn circulation of THE TIMEs for the past eight 
years, ending in each case on September 30th, is shown below: 





1800, .......sescee 6,762 
TBD 1 .cccccsccccece 8,223 
DE savsicccsseey 10,296 
18OS..00 secsecoee 12,208 


WILLIAMS & LAWRENCE, 


ADVERTISING MANAGERS, 


59 Tribune Building, New York City. 87 Washington Street, Chicago. 
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IS IT NEW? 
ABERDEEN, S. D., Feb. 21, 1899. 
Editor of Printers’ Ink : 
I indorse the views on advertising of a 








THE MAN WHO DOESN’T ADVERTISE. 
Breathes there a man with soul so dead 
That to himself he hath not said, 

‘* My trade of late is getting bad, 

I'll try another ten-inch ad.” 

If such there be, go mark him well, 
For him no bank account shall swell- - 
No angel watch the golden stair 

To welcome home a millionaire. 


To such a man the noisy din 

Of traffic may not enter in, 

For bargain aves by the score 
Shall pass nor heed his dingy door ; 
For tho’ his sign is on the wall 

And on some barnyard gate a scrawl, 
No people who have cash and sense, 
Go prancing around to read the fence, 


The man who never asks for trade 

By local line or ad displayed 

Cares more for rest than worldly gain 
And patronage but gives him pain ; 
Tread lightly, friends, let no rude sound 
Disturb his solitude profound. 

Here let him live in calm repose 
Unsought except by men he owes. 


And when he dies, go plant him deep 

That naught may break his dreamless sleep, 

Where no rude clamor may dispel 

The quiet that he loved so well, 

And that the world may know its loss 

Place on his grave a wreath of moss 

And on the stone above, “‘ Here lies 

A chump who wouldn’t advertise.” 
—Mortimer Crane Brown, 


South Dakota poet "which is worth your ¢ tten- 
tion. Truly yours, W. E. Kipp. 
——__.¢ <p ————————— 
**FLOODED” WITH APPLICATIONS, 
Office of GLascock & Co., ) 
Patent Attorneys, { 
626 F Street, N. W. 
WasHIncTOoN, D. c. Feb. 23, 
Editor of PRinTERs’ Inn : 

In your issue of February 22, on page 35, 
you give a notice of “ How to Make Money by 
Invention, and in connection therewith you 
state that it is your assumption that this book 
is distributed gratuitously. As a result we are 
flooded with applications for copies. As the 
book is sold for $1 per copy you will see that 
it will be necessary for us to engage in con- 
siderable correspondence to answer these appli- 
cations, We would therefore ask that you state 
in your paper that the book is not intended to 
be given away. At the same time we desire to 
thank you for your good intentions in the mat- 
ter. Yours truly, Grascock & Co, 


| 
1899. J 


<e 
CULTIVATING A SMALL FIELD. 


AN INTERESTING ACCOUNT OF A WELL 
CONSIDERED CAMPAIGN, 


St. ALBANS, Vt., Feb. 21, 1899. 
Editor of Printers’ Ink: 

You may not know us, but we certainly know 
Printers’ INK, and look forward to its arrival 
at this office with great interest. 

We know that you always seem interested in 
any new concern that is entering the advertis- 
ing field, and beg your criticism of our work. 

Let the writer state brie fly that, previous to 
his accepting the management of the St. Albans 
Remedy Company, he was employed as sten- 


ographer by Wells & Richardson Company, of 
Burlington, Vt. 

January 10, 1898, he left that concern and 
found himself i in St. Albans with nothing buta 
formula in his possession looking out upona 
sea of competition and realizing that millions 
and millions of dollars were being expended in 
pushing established proprietary remedies 

““Why don’t you start a new thing?” was 
the remark of one. ‘‘ Why do you try to res. 
urrect an old thing?” was the remark of 
another, ‘‘ You can not get into the fi any 
way,” another frie id said. But believing in 
the ‘old saying, ‘‘ Nothing venture, n thing 
have,”’ the writer planned out a campaign and 
started in. 

He selected a small territory, realizing that 
the only chance was to be the “ biggest frog i in 
the pond,” and not having unlimited cap vital to 


__SMITH'S 


‘GreenMountain 
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CONSUMPTION A SCRGFULOUS AFFECTION, 








& Ynids to the Remedy that Always Cures Blood 


at piace, asi 
* him. The ‘allowing ts © eter recsived lose than Owe 


to write you thet your Green Moanta's Renovator up 
7. 1 weed it according to 
wo aayer’? ree 


‘complete recover to J your mervtors 

ous pre 
Te the above case the orguas of the body wers per- 
usded to perform their work as they should 


SUM 


work with, he selected a few of of the New Eng- 
land States and the larger portion of New York 
State. He did no advertising in the newspapers 
until the last of September, 1808. 

Previous to this people who had been cured 
were looked up, and testimonials secured ; men 
were sent out on the road with instructions to 
sell the retail trade, when possible, on the 
strength of what we were going to do ; if im. 
possible to sell, to leave on commission, and if 
that failed to donate two or three bottles. This 
was done to avoid losing first demand from ad- 
vertising. The jobber was not approached. 

You will note by the samples of advertise 
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ments sent you that the writer believed that 
large display advertisements, entirely different 
from anything that had appeared in the news- 
papers before, would be the most effective. 

All the best papers on thjs territory were 
used except the Boston papers. ‘ney were 
not used, as the writer felt that the time to ap- 
pear it 1) these expensive mediums was when our 
goods were very thoroughly distributed in every 
city, town and hamlet. Money would not be 
wasted then, as their circulation is very general. 

The writer designed and wrote the books 
sent you, and they have been distributed in the 
larger towns and cities, and mailed in the 
smaller places at different times. 

Bear in mind that we did not run a newspa- 
per ad until the last of September. The first 
of January, 1899, the St. Albans Remedy Com- 
pany had received in cash n early one-fourth of 
the entire amount of money expended in the 


















In th ° face of the competition of the present 
day; in of the conditions that prevail 
among the retail druggists ; and in face of the 


fact that this was a *‘ dead ”’ article, it remains 
for PetnTERS’ INK to say whether or not we 











have we 

writer felt that the retail druggist was an 
important item in introducing a medicine to- 
day, and aside from advertising to the con- 
sumer, he has made it an object for the retail 
druggist to push the goods, and lays aside an 
appro riation for that purpose, which is ex- 


n attractive offers, etc. 
writer’s idea has been to bring together 
n who buys the medicine and the man 
inds it over the counter. 

»bber, as stated above, has never been 








approached at all, but we have heard from 
every jobbing house on our territory—some 
forty lin all. 

We dealt direct with the retailer on the 
start, and to some extent now, but gradually 
our trade is coming through the jobber. 

y truly —, E. D. FARRAR, 
Mer. Albans Remedy Company. 
DELICACY IN} NEBRASKA. 


Curcaco, Ul., 
of PrRiInTERS’ INK: 
Judging from the inciosed letter heading, 


Feb. 16, 1899. 
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suicide. As I entered the house I noticed that 
a man of good appearance followed me. The 
wife of the suicide was crying and repeatin 

over and over, ‘ What shall Ido? What shail 
I do?’ Up steps Mr. Man. ‘ Pardon me, 
madame,’ says he. ‘ Here is my card. Our 
rates for death notices are twenty cents a line 
for each insertion.’ And hanged if he didn’t 
get five lines,” concludes the humorous Mr, 
Risley. F. A. Heywoop. 


o 

AS NECESSARY AS BLACKSTONE. 

Office of Dr. ALFrep L, Co.e, 
Medical Institute and 
Council of Physicians. 
D. D. Lynch, Mgr. 
24 Washington Avenue, So. 
MINNEAPOLIS, Minn., Feb. 24, 1899. J 
Editor of Printers’ Ink: 

For years I have studied Printers’ INK with 
profit. No up-to-date business man can afford 
to be without it, I care not what his line may be. 
If he is up to date, then he advertises, and how 
can he get the proper results from his advertis- 
ing without first knowing how to advertise ? To 
every advertising manager and writer, PRINT- 
Eks’ INk is what Blackstone i > to every lawyer. 

Respectfully yours, D. Lyncn, 

Advertising Manager, Dr. Alfred L. Cole, 

“GIVE HER GAS.” 
PHILADELPHIA, Pa., Feb. 23, 1899. 
Editor of Printers’ Ink: 
The inclosed advertisement from the /teme 


MACHINERY, TOOLS, ETC. | 


“IF by OU WISH to win a lass; treat her well ; 
“vive her gas.” I attend to gas engine wants. 
H. F ‘elle nbaum, 431 Orrianna, 2201. 
belongs to Printers’ INk’s collection of ad- 
vertising curiosities. A. D. 

— = +e ——__— 
IN NEW ORLEANS. | 
New Or.eans, La., Feb. 18, 1899. 
Editor of Printers’ INK: 

touring Mardi Gras festivities here the past 
week, the Red Cross Cough Drops were ad- 
vertised by a band of about twenty men parad- 
ing the streets wearing masks in imitation of 
dogs’ heads, and displaying a large banner, 


Special Ritention Given to Upholetering 
and Cabinet Work. 








H. S. STYER.... 








THERE IS A TIDE 
in the affairs of man, 
when certain affairs 


DEALER IN ee 





must be intrusted to 
others; which should 
be attended to with 
eympathatic delicacy. 





"SSE. Rising Cay, Nebn Fewk ng 


Mr. Styer has a delica ate way of putting the 
main point. Very respectfully, 
H. S,. Fassett. 


+o 
A PHILADELPHIA FAIRY TALE. 
PHILADELPHIA, Pa., Feb. 
Editor of Printers’ INK: 


24, 1599. 


“Talking about nerve,” said D. L. Risley, 


the real estate operator, “‘ I once sawa demon- 
stration that beats the band. I was called toa 
neighbor’s house whose owner had committed 


with inscription : “ Stop That Barking Cough.” os 
A sound in mimicry of a dog’s bark was pro- 
duced with a coarse drum. “Even more strik- 
ing was a parade advertising “ Frog in Your 
Throat.” Men dressed in perfect likeness to 
frogs marched through the sloppy streets un- 
der small parasols, made to resemble mush- 
rooms, while the announcement of “ Frog In 
Your Throat ” cough remedy appeared on their 
white breasts. Quaker Oats were represented 
by a float bearing two men in Quaker attire. 

E. K. ANDERSON, 
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IN SOUTH NORWALK, CONN. 
SoutH Norwa tk, Conn., Feb. 16, 1899. 
Editor of Printers’ INK: 

A cycle dealer here a few months ago moved 
from No. 12 to No. 28 North Main street. 
On the day he moved he had lettered on one 
window, ‘‘ Gone up! but only as far as 2 
and on the other, ‘‘Gone from below toa 
better place above.’’ The windows attracted 
the attention of everybody and his name was 
the talk of the town. Very truly yours, 

ARTHUR D. Ferris. 


—— —— 
AS ONE’S STOMACH YEARNS 
Office of ) 
Zosno MANUFACTURING Co., 
369 Broadway. 
New York, Feb. 23, 1899. J 
Editor of Printers’ Ink: 

Inclosed find our subscription for your worthy 
publication for one year. We look forward for 
the issue weekly as one’s stomach yearns for its 
customary meal. We wish the Little School- 
master the best of success. We remain, yours 
respectfully, THE Sono Mec. Co., 

. Crakow, Sec’y. 





AN. ORPHAN AD. 
New York, Feb. 25, 1899. 
Editor of Printers’ INK: 
I inclose an ad from the National Stockman 


25 Homeless Little Boys, 


BRIGHT, HEALTHY, ATTRACTIVE, 
from one month to seven years of age. 
for whom suitable hor ure desired. 
Correspondence cordially ‘invited. 

The Cleveland Protestant Orphan Asylum 


1460 St. Clair Street, Cleveland, Ohio 





and Farmer which strikes me asa curiosity. 
Yours, etc., ) 


FROM TRENTON. 
Office of ) 
Davip E,. Strretcnu, 
Wholesale and Retail Druggist, 
Cor. Warren and Fall streets. J 
Trenton, N. J., Feb. 24, 1899. 
Editor of Printers’ INK: 

For several years past I have received 
Printers’ INK, read it with a great deal of 
interest, obtained many valuable points in ad- 
vertising and am satisfied it has saved me 

many a dollar. Yours truly, 

Davin E. Srretcu, 
Proprister Stretch’s Balsam. 
TO THE. POR 

The following sign is conspicuously dis- 
played on an all-night lunch stand in the 
African.section of St. Louis: 





NO CREDIT. 
ALL Coons LOOK ALIKE TO Me. 





+o 
IN A} NU TSHELL. 

Make your ads individualities ; give them a 
personality that will be recognized ; put some- 
thing into them that will drawattention to them 
every time. That is the way to write effective 
ads. Use short words and short sentences: 
avoid entangling clauses and phrases. Be brief, 
be bright, be wise, be truthful, and use prices, 
first, last and all the time. Then choose your 
media wisely.—Brookline (Mass.) Chronicle. 


THEY FAVOR AGENCIES. 


The Canadian correspondent of Profitable 
Advertising writes thus to that publication in 
regard to how Canadian publishers look at the 
agency question : 

The business managers of our leading Papers 
are unanimous in their view that the agencies 
earn their commissions, and even save the 
papers a large amount ofe xpense, which would 
be entailed in promoting their foreign interests, 
had each paper to keep its individual represe nta- 
tives afield. Then there is the security against 
loss from bad business, an important point 
justly valued by the publisher, saving him 
much semi-clandestine research into the finan- 
cial standing of the unknowu customer. When 
an order hails from any reputable agency, how- 
ever distant, in goes the ad without any mis- 
givings as to remuneration. Think of the wear 
and tear this saves on the mind, which would 
otherwise be on the horns of a dilemma—dread- 
ing to offend a possibly good firm by putting 
them off till their standing is assured, and 
equally disliking the possibility of wasting 
valuable space on an ad with no likelihood of 
receiving a compensating check. ‘‘ Theoreti- 
‘ ally, ’ said one popular newspaper manager, 

‘it may be all right to dispense with com- 
missions to agencies, but even though I indorse 
the theory, I don’t want to see it put into 
practice. It’s like so many other theories that 
are pe rte cily sound on paper or when voi ed, 
but aren’t practicable to work with,’ 

+o. 
*“WATCH THE RED BUNDLES.” 

“Over at the little town of Robinson, IIl., 
is a merchant named Murphy who owes his 
success toa roll of red wrapping paper,”’ said 
the Much-Traveled Ad Man. ‘* Murphy has 
the biggest store in the town now, and ought 
to be rich in a few years. About four years 
ago he received his customary shipment of 
wrapping paper, and on opening it up, found it 
to contain, among the usual rolls of manila, 
one big roll of bri ght red paper which he had 
not ordered, It had gotten into his shipment 
by mistake. His first impulse was to return 
it, but on second thought it occurred to him 
that it could be used, even if it was off-color 
Then he thought about it some more, and con- 
cluded to turn it to good account. As in all 
farming communities, Saturday is the great 
trading day at Robinson. So Murphy adver 
tised a special sale for the next Saturday, - 
stated in the ad that all purchases would t 
wrapped in red paper. ‘Watch the Red Bun- 
dles!’ was the bold catch-line of his ad. Peo- 
ple did watch the red bundles. They were so 
conspicuous that it looked as though every- 
body had been to Murphy’s. The farmer com- 
ing into town would see so many red wrapped 
packages being carried around that he was in- 
stantly re lnied of Murphy’s ad and would 
make a bee-linc for the same store himself. 
The result was the biggest Saturday in the 
history of Murphy’s business. That afternoon 
he telegraphed to Chicago for a big shipment 
of red wrapping paper. I presume that it cost 
him 1 trifle more than the plain manila, but it 
has built up a big business for him. Every- 
thing you buy at Murphy’s is done up in brill- 
iant red, ard in every ad he prints appears the 
impressive line : ‘ Watch the Red Bundles.’” 

The Adwrite 

oe 
A CLEAR CASE. 

Managing Editor—That new reporter is 
crazy 

Exchange Editor—What did he do? 

Managing Editor—Tried to gain adenitts ince 
to a house by representing himseif as a book- 


agent.—Brook/yn L ife. 














PRINTERS’ INK, 


NOTES. 


A “ Little Whole Opp: Op ortunity is 
Offered,”’ is on a haberdasher's window. 
Success (N. Y.) for February 25th contains 
an article on “‘ Commercial Schools in Paris.” 
“ OTHERS Hack at it, but Thirey cuts the 

’ is on a Poughkeepsie shoe dealer’s 


Here 





price, 
window. 
On a tailor’s February window: “ The 


Long and Short of It. 


We are too Long on 
overcoats and we w 


want to get Short of them.”’ 


“Some Facts Apout CANADA,” in the Ad- 
vertising Manx (N. Y.) for February, may in- 
terest \dvertisers who are considering the C Can- 
adian field. 


Mr. H. L. Simmons, with headquarters in 
the Times Building, New York City, has been 
appointed Eastern representative of Mast, 
Crowell & Kirkpatrick, of Springfield, O. 

James M. Stavens, of Kansas City, owns 


one of the most remarkable collection of news- 
papers in the world, It includes more than 
3,000 different publications.—Fou th Estate. 
‘Tue Washington Evening Star is » 
longer represented in New York by Mr. L. 


Hi - rsly, but will for a time at least pe to 
its foreign business directly from its home 
or ce.”” 

AccORDING to a statement filed with the 
American Newspaper Directory, the average 
circulation of Leonard’s /ilustrated Medical 
Journal, of Detroit, for 1898, was 10,500 copies 
per issue. 

Tue Siegel-Cooper Co, (New York) incloses 
in its packages tiny ‘‘shopping list”’ slates 
made of a material from which lead pencil 
marks can be erased with a damp cloth. The 
reverse side contains a calendar. 

* ALAMEDA CounTy ILLUSTRATED,” a 230- 
page volume issued by the Oakland (Cal.) 777- 
éune, is probably the finest volume ever issued 
to advertise a city. It contains several thou- 
sand half-tones of homes, farms and men, 

REPRESENTATIVE Haskins has introduced 
a bill in the Massachusetts Legislature which 
“provides for the protection of public parks, 
parkways and boulevards from disfigurement 
by advertisements.” —Profitable Advertising. 
A Metuoopist revival at Mount Carroll, N 

is advertised in the Desocrat, of that 








place. The evangelist takes halfa page of space 
and uses the impressive catchline, ‘‘ Where will 
you spend eternity? "’—National Advertiser. 


NorwITHSTANDING the persistent, as well 


as the malicious attacks that Printers’ INk 
has inspired from less successful rivals. that 
little journal still holds first place in the esti- 


mation of advertising men, as is evidenced by 
the fact that it can always be found on their 
desks, in their pockets or at their homes when 


wanted. ‘‘ What advertising is to-day Print- 
ers’ INK has made it.”—Zhe Mail Order 
Journa’, Feb. 15, 1899. 

Tue Sunday News, of New York, distrib- 


utes wi th « ach issue a complete novel. Now 
vs has evolved the idea of putting three 


of these novels together, putting a cover on 
them, and selling the result at ten cents a copy 
to country people. Twelve numbers are issued 
each year, at a cost to the buyer of a dollar. Of 
the February issue it is claimed five thousand 
copies were sold. Advertising space is offered 


at $2 per page per 1,000 copies, the page being 
about 11x17 inches. 

A winpow on Broadway which looked as if 
a shell had exploded in it, bears this sign: 

“This window was bound to be ahead of the 
others. It was to have a grand opening and 
display on March rst, but as it was not built 
for blizzard weather the opening came sooner 
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than we expected. New plate glass, 15x20 
feet, is coming from the factory, and it will be 
all sorts of proof. And we can give you proof 
that this is the best place in New York to 
trade,” etc.—National Advertiser. 
ASYNDICATE has just been formed in Lon- 
don with a capital of 1,060,000 pounds to pur- 
chase the Sketch, the Jilustrated London 
News, the English Illustrated Magazine, the 
Penny Illustrated Paper and the Lady’s Pic- 
torial, Shares to the amount of 750,000 pounds 
will be offered to the public, 375,000 of which 
will be in common stock paying five per cent, 
ata shilling premium, and 319,000 of four per 
cent bonds. It is believed that the shares will 
be taken up by the market as readily those 
issued by the Newnes, Harmsworth and Pear- 
son syndicates. Unless America has gone mad 
on the subject of trusts it is not believed by 
conservative citizens that such a project would 
be received with favor here.—Fourth Estate. 





Classified Advertisements. _ 


Advertisements under this head twolinesor more 
without ee pe 2scentsaline. Must 
handed in one week in advance 








WANTS. 
\ ’E buy, rent and yt tiers replying boats. 
PRESS LETTER HANGE, Sta. E, 
JERFECT haif-tone cuts, 1 col.. $1; 
per in. ARC ENGRAVING 
town, Ohio. 


| Part ERI ENC ED adv. man wants position as 
zr. of mercantile house or daily. 
‘care Printers’ Ink. 





larger, 0c. 
Co., Younges- 





Vv. 
Address * 


\ 


direct. 


AIL-ORDER catalogue, with our imprint on 
same, wanted from firm who mails goods 
8. K. NOVELTY CO., Nickleville, Pa. 


A DV. - sane in all large ¢ ities. for the best trade 
per. Liberal com. Write, giv ing exp. and 
ail ng q wah 1090, 326 Di unborn St., Chicago. 


DVERTISING Ideas Wanted. New sucges- 
4 tions on illustrating, and a, a's advertise- 
ments for silverware. MANAGER,” Box 753, 
Meriden, Conn. 


W ANTED—Case of bad health that R'l’P*A‘N’S 
will not pone fit. Send 5 cents to Ripans 
New York, for 10 samples and 














Chemical Co 
1,000 testimon 













7 XPERIENC E D young newspaper man with 

4 capital de to connect himself with Gaity 
paper in city over 10,000. Address “ H. D.,” 1513 
Manhattan B dg Chicago. 











<PERIENCED journalist (employed) wants 
4 ed, management of daily im N. Y., d.. 
Conn., Mass. or Pa. Would buy mated 
“ MARCH,” care Printers’ Ink. 


QTAMPS wanted—Uncancelled U.S. postage and 
‘ revenue ee bought at a small oa ount. 
Any quantity. Write or cali. CHAS _ & 
co f - brokers, 421 B Ra ty 








( YONTRACT with re sponsible firm to rca 
advertising. matter. ferritory south and 
west of Kansas aa Pacific Coast. Ref. given. 
Address “C. A ,” Box 111. Burlington, Kansas, 
VV ANTED—Prices on 
bers and 4}¢xI8 stre 





4x3 inch house num- 
panels 1,200 house 
numbers and 315 panels wanted. Will use Phila- 
delphia system. Send prices and samples to 
F. H. KOONTZ, city clerk, | Riuffton, Indiana. 
( yk ‘DERS for 5-line advertisements 4 weeks $10, 
in 1%5 Wisconsin newspapers : 100,000 circula- 
tion wee ely other Western weekly papers same 
rate. Catalogue on application, CHICAGO 
NEW SPAP ER UNION. 10 Spruce St., New York. 


> USINESS is booming where properly adver- 


























tised. We can furnish you the best and 
cheapest advertising medium. It will be your 
own trade paper beautifully illustrated and 
printed. 


For particulars write to HALSTED PUB- 
LISHING CO., 18 Rose St., N. Y. 


WANTED ~Retail merchants in every line of 

business to send for sample page of Mar- 
riner’s Combination Day-Book (copyrighted); 
practical, simple; combines day-book, cash-book 
and journal; only book + < i except ledger. 
J. E. MARRINER, Berlin, N, H. 
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A OWEIEES, manager open for engagement 
£ anywhere. E.M. DAVIS, Mt. Vernon, N. Y. 


W ANTED by a gentleman who has had a long 

and varied experience as a writer and 
journalist, and who is thoroughly posted on the 
questions before the people, the editorial control 
of a weekly newspaper, where he can be of serv- 
ice in advocating tue principles laid down in 
the Chicago platform, and opposing —e lism. 
Will take permanent place for a r 
salary, or for share of profits of first-cls 1s paper. 
»W ashing. 














Address, “B. P. R.,”’ 618 H Street, N. W. 
ton, D.C. 
++ 
BOOKS. 
LIST of the 5,000 P ennsylvania sc’ hool teach- 








4 ers for $1.50; a directory of the ” Penn- 
a school boards, with address of offic ers, 
for $1.00. H. G. PHIL _ Ss, W ili amsport, la. 


~~ su PPIAES. 


ee PAPER is printed with ink manufact- 
ured by the W. D. WILSON PRINTING INK 
Co., L’t’d. 10 Spruce St., “ae York. Special prices 
to cash buyers. 
—— «o> — 
JOB PRINTING SPECIALTIES. 
YUBLISHERS are 
nent customers handling our 


Bill File in job printing dept. W. R. 
%O., Detroit, Mich. 


making money and pe see a 
Ledge 
ADAMS ‘x 





2+ - 


ILLUSTRATORS AND ILL v STR ITIONS. 








l ESIGNS—Anything from a card to « poster. 
E. H. PFEIFFER, 3 Chambers St., N.Y. City. 
| ] SENIOR & CO... Wo od F ngravers, i0Spruce 

e St.,.New York. Service good and prompt. 
Cus for advertising. Send for al 

State business. STANDAR D EL E oR TY P 5 
CoO., Wilmington, Del. 






( ‘UTS, 1 col. 3¢ col, 5e 

Cheap materials at h 
it. Process (new) sent for $2 
ICAL WORKS, Clinton, Ont. 


VETAILERS looking for clean cut, attractive 

\ gr trations sho wage al ump for new cut 
shee Cuts made to ord J. ANGUS MAC 
Di 5 AL D cu +g AND AD SER IWICE, \Vorld Build- 
ing, New Yor 


Type high. col. wide. 
nd. Boy of 15 can do 
g2. E MPR TSE CHEM 











- 
ADV ERTISING 
Tee tDS, 5 times, 
Broce ice; Mass. 
DVERTISERS’ GUIDE, Newmarket, N. J., 8c. 

4 line. Cire’n 4,000. Close 24th. Sample free 
MERICAN HOMES, Knoxville, 


MI DIA. 


2 cents, ENTERPRISE, 
Circulation exceeds 6,000, 











Tenn.; lyr 


y including 40-word ad. Disp. 15c. ag. line. 
( NE-HALF cent a line. Min. charge 25 cents. 
Average 1898. PLAINDEALER, 








Nacogdoches, Tex: Weekly. 


person advertising in PRINTERS’ INK 
-amount of #10 or more is entitled to 
re receive the paper for one year. 

Sg | ( WILL pay for a5 line advertisement four 
e weeks in 100 Illinois newspapers ; 100,000 
circulation weekly; other Western papers at 
same rate. CHICAGO NEWSPAPER UNION, 10 
Spruce St., New York. ¢ rlogue on application, 


fa Faster number of the CoLoRADO CHURCH 

MAN will be the finest church paper ever is- 
sued in the \ t $1.50 aninch. Send copy 
atonce. Kipling’ “at Recessional set to mu- 
sie, Me, Colorado’s Climate and Minerals, 10c. 
1962 Broadway, Denver, Colo. 


YUBLICITY is the review of reviews - all 
advertising journals, and has subs ers 
throughout the United Kingdom, America, C an 
ada, Australia, New Zealand, 2 ots, Fifty 
Isn’t it time yous ; 























ce nts yearly. nt nts for 
it? MORISON’S ADVERTISING “AGENC Y. Hall, 


England. 


BOUT ceven-eighths of the advertising done 
fails to be effective because it 1s placed in 
papers # and at rates that give no more than one 
eighth of the value that might be had by placing 
the same advertising in other papers. If you 
have the right advertisement and put it in the 
right papers, your advertising will 4 Corre- 
spondence solicited. Address THE GEO. P. 
ROWELL ADVE RTISING AGENCY, 10 Spruce 8t., 
New York, 





PRINTERS’ INK. 


STEREOTYPE OUTFITS. 


GTEREOTYPE outfits $15 up; new method; 
ates — — tros. Alsoc ‘heap cut making 

process ching. Circulars for stamp. 

1. K AHRS, ‘240 ‘past 33d St., New York. 






——_+o+ 
PRESS C LIPPINGS. 

\ ANHATTAN PRESS CLIPPING BUREAU, 

4 2 West Mth St.,N. Y. Press Clippings 

best facilities. 





No. 
for 











trade journals ; all subjec ts; 
ital 
ADDRESSES AND ADDRESSING. 
a. O00 W — CO. Ind., farmers’ addresses, 
$3 . B. GUTELIUS, Bluffton, Ind, 
(irassiriep ADDRESSES— Agents, invalids, 


trades,ete. Authenticity guaranteed. State 
class, quantity and secure rates. F.R. CARTER, 









Inc., 114 W. 34th St., New York. 
<> _ 
AD EDITORS. 
? OU send us your copy We edit and criticise 
it. Write for booklet. THk PUBLIC EYE, 
Box 413, Madison, 
—_— +o 
ADDRESSES FOR SALE, 
( YLASSIFIED addresses, doctors, lawyers, gilt- 
edge ore mercial houses, ete ‘all warranted 
up to ¢ or rates address CLEMENT & 
( ‘LE ME ST. “Montre al, Canada, 
— —-- —— 


NEWSPAPER INFORMATION. 
he latest newspaper information use the lat- 
est edition of the AMERICAN NEWSPAPER DI 
RECTORY, issued March 1, 
Sent free on receipt of price 
New Work. 


Price, five dollars. 
GEO. P. ROWELL 


= 





&CO , 10 Spruee St., 
+o, — 
4DVERTISING NOVELTIES. 
D NOVEIELTIES made by CHICAGO ENVEL 


a OPE CLASP CO., Buchanan, Mich. 
\ TATCHES for adv. purposes, 75 cts. up. Cat. 
free. CANTON CO., Eastport, N. Y. 

I ETTER opener; nickeled steel; ad stamped 

4 onhandle. H. D. PHELPS, Ansonia, Conn, 

















TTRACTIVE business cards ce atch the eye. I 

4 design a, aa them for $ Send 

for samples to kK. H. PFEIFFER, 3 ( Riaacbe rs 
, New York City. 

Foe PRIN'TERS—One ina city to use Perfec- 

tion Counter Check and Seratch Book Bind- 

orders without soliciting. Address 


ers, Get 
SHUMATE, Le banon, ind. 





I OW Price Adve rtis sing Nove — —_— geni ots 
4 merit. Something new eve 

for samples and catalogue. THE 
& HOAG CO., Newark, N 





ry 
witlit HE "AD 








TEW and original designs in leathe . nove ithe S. 
Memor: eo cs, card cases, 
ifole i books ol spe forms. WM. Bi R TS H & 
CO., 14 8. 5th St. "Philade iphia 


ron the purpose of inviting announcements 
of Advertising Novelties. likely to benefit 
reader as well as advertiser, 4 lines will be in- 
gerted under this head once for one dollar 


Q ( VALUE costs 4 cents. Effective pre 

S1. 9() mium matter for any business ; easily 

hand Samples free to proper parties. GEO, 
i } ! 


VICKERS, 1508 N. 55th St.. Philadelphia, Pa. 
HY EF a monthly business talk with your cus 

tomers by monthly card calendars, mad 
<or ne wapers r offices doing job prir a Sam 
ples free. COURIER PUB. CO., Rochester, N. H. 


Wie Judgment in or'ering advertising mail- 

able bill files. The American is patented. 
None other All intringers will be prosecuted, 
and also users 8 and distributors of same. AMER. 
BILL FILE CO., Fort W ayne, Ind. 


( ‘ REAT trade anc rs. One of the oldest col- 
T leges inthe West will offer correspondence 
instruction in any studies desired by any one, to 
one leading store in each city, at five cents per 
study per week, thus allowing merchant to offer 
efficient superior instruction (in home study 
courses) to regular patrons asa og poy (with- 
out expense to buyer) on a basi¢ 5 per cent of 


sales, Address Box G, Valparaiso, Ind.,, U.S. A. 

























PRINTERS. 
F you area believer in printing that makes a 
I hit, it wl pay you to send your order to — 
LOTUS PRESS, Printers, 140 W. 23d St, ity. 
—_———_+or——_—— 
RILLPOSTING AND DISTRIBUTING. 
VENTRAL AD AG ;ENCY, , Columbus Junc., fa., 
( mails 6x9 cirs. at 10c. per 100; 75c. per 1,000. 
DVERTISING 
4 tacked up ny 
ulars address PRED 


+ 
SIGN ADVERTISING. 


LLETIN, fence and wall. HUMPHRYS AD- 
SIGN CU., 1227 wasnt St., Phila., Pa. 


N. Y.¢ 








amples distribute ~dand cards 
yer than ever. For partic- 
‘ISHER, Malaga, Cal. 





I} 
MISCK L L ANEOU 

DVERTISING se ‘heme, 

25eents. STAN ALLE} 


ATC lean for busine: pears private purposes, 
—— free. N- 












a week easy. Plan 
, Amherstburg, Ont. 


A 
\\ 


A 





different sizes, for 
samples free to 


V PRINTING HOUSE, 


MERICAN ae “‘folde 
menus, Pte ramme 8. 









responsible par Ev 
712 Chestnut St., ? hilade Iphia, Pa. 
\W INE for gentlefolk. We have as good g 
as your money can buy. The list is 
so r to publish, will send it fora posta E. 
, N.Y. City. 


hZEY, with B rotherhood Wine Co. 
NIGHT TEMPLAR AND SHRINER Address 


K Cards. Largest variety in the country. 

Five ceagptiee beautiful designs, All soc ieties 

Inclose stamp for samples. THE MILTON H 

SMITH CO., Rochester, N. Y. 

| y" . SENNETT’S Enamel Cream for the teeth, 
recommended by Sol Smith Russell, maile d 

prepaid for 25e mple free. Adv. agents and 





e pack: uge for favers. Full 
.CO., Box 498, Blooming 


ton, Illinois. 


YRIZES were awarded for invented word fora 
liquid beef tea ir the competition adve ex a 

in this Pt in Nov. or Dec., i898 (B. T., P 

Ox 2718 Y. City), as follows: -1 $25) to i 
ily \ ing. , a Angeles, Cal.; 2d ($10) to W. M. Os- 
trander, Philadelphia, Pa. 

NEWSPAPERS WANTED. 

»Y clients of C. F. David, confidential newspa- 

» per broker, Abington, Mass 

In Missouri or lowa, a reliable 
weekly. Price about $2,000, 

East of Indiana, a first-class Republican weekly 
ina Republican section 

In New York State, solid country weekly busi- 
ness. 

in Mlinois, a good Republican daily in a Re 
publican city and Congressional district 

\ddress, with full particulars and price, C. F. 
DAVID, Abington, Mass. 

ee 


NEWSPAPER BARG2 AINS. 


N Mass., #3,500, re duced from $4,500, Fine situa- 
tion and business. Reliable hustler can have 

for $1,000 cash down 

$2000 buys the only Rep. weekly in Mass. town 
9,000 people Good plant and a good business 
$1,000 or more cash. C.F. DAV 

In New York, $2,000, 
$1.00 down. C.F. DAVI 
In Penn., Delaware and New Jersey, several 
rood weekly plants, $2,500 to $10,000, easy terms 

VID 


Democratic 


old established weekly, 
D. 












C F. DA 

In Maine, New Hampshire, Vermont. whole in- 
terest and interest. They are really fine oppor 
tunities Gash required, $2,000 upward. C. F 





In Northwestern States, a few opportunities. 
Cc. F. DAV 

$4,000 “au \% interest in large weekly over 
2,200 circulation in Michigan. Excellent business. 
De uth makes the opening. C.F. DAV ID. 

Two great chances in the South. Newspaper 
properties paying $4,000 to $5,000 a year. Cash 
required down—$3,500 to $5,000, C. F. DAVID. 

In my list are quite a number of exceptional 
chances. In weeklies $1,750 to arr and daily 
openings $2,000 to $40,000, C. F. DAVID. 

C. F. I " confide ntial broker in newspa- 

, 6 years’ experience. 
spaper can be bought you can 
nows about it. 












pers 


bet that “DAVID ” 


PRINTERS’ INK. 


FOR SALE. 


OR SALE—Ten R'I'P 8 for 5cents at drug- 

gists’. One gives relief. 
eet SALE—Two Thorne typesetting machines, 

with large dress of brevier type used but a 

y low if sold at once. Terms 

“R POST Cv., Worcester, 





short time. Price ver 
to suit. W< aoe ST 
Massachusett 


NHANCE OF A LIFETIME. Patent medicine 
business for sale. Owner compeiled to make 
sacrifice for satisfactory business reasons, Well 
established, widely advertised and paying. The 
preliminary work has been dene, the first outlay 
made, and the busine is now ready to earn 
money. Advertising contracts paid in advance, 
with two hundred newspapers, for large space, 
will be turned over to purchaser. Remedies of 
wonderful merit. Hundreds of te stimonials. 
The best thing of the — - ae South, $5,000 
—_ required. Write to-day for urticulars if 
you are prepared to buy. CRABTRE E'S AGENCY, 
i naitanoaa. Tenn. 


ADVER TISEMENT CONSTR ICTORS. 
ONES. 
J 

















J ONES, 42 World Bldg., N. Y. 
e 


Mos & HELM, 111 Nassau St., N. Y. 


HE “Ad’”’-er's “Primer, 5e. Box 391, Des 


Moines. 





I IXEY has given up the general field and sa ys: 
“Send your orders to Jones.” 
A? booklets, etc. Sample ad $1. 
4 WOOLFOLK, Louisville, Ky. 
DS truthful and convincing. FRED GOLD- 
4 SMITH WALKER, Salem, Mass. 


VATE a 3 — pullers. ARTHUR 
SWETT, 23 Hamilton Ave., Chicago. 


CHAS. A. 


E. 


hin ad specialist. “ Opening cards” 
$1. MISS LEWIS, 518 So. 8th, St. Joseph, Mo. 


LBERT H. SNYDER-CARL P. JOHNSON, ad- 
4 vertisers, Suite 1319, Chamber of C a ree, 
Chicago. Long Distance Phone, Main 6 


‘HE only writer of exclusively medical and 
drug advertising. Advice or samples free. 
ULYSSES G. MANNING, South Bend, Ind. 


,% . SCHWARTZ, Room =, Temple Court, 

de Y. , Writes booklets, display ads, all sorts of 
commercial literature.’ Keference, PRI 
INK. My oldest customers are my best ones, 


pF ‘OBABLY no other firm of advertisement 

writers is represented in Chicago dailies by 
half the space occupied by the work of ALBE RT 
H. SNYDER-CARL P. JOHNSON, Ghomber ot 
Cc omme ree, Chic AZO. 


N bane ‘lure’s, Munsey's, Cosmopolitan and Re- 
ew of Reviews you will find examples of my 

full nage and half page magazine ads for the K. 
Jenkinson Co. (“Pittsburg Stogies’’). 
CHARLES AUSTIN BATES, Vanderbilt Bld., N.Y. 


OHNSTON attends to the whoie business— 
° writing, designing and printing. I believel 
can get up an advertise ment or booklet or circu- 
lar as well calculated to sell goods as any person 
in the business. have better facilities than any 
in the land for turning out the fin- 
It is all done under my personal 
supervision. I am always on deck myself. No 
matter what you may want, write me about it. 
Send your name on asmali postal for a copy of 
my large ~ostal. WM. Ate i ae penaages 

Printers’ ink Press, 10 | Spruce St., N. ¥. Cit 
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0o ¢ 
0o I gladly send booklets that explain OO 
OO my methods to business men who ask OO 
OO forthem. See my page advertisement GO 
OO in another part of this issue. 09 
00 oo 
00 ARLES F. JONES oo 
00 Writer, “illustrator and Diree tor of 00 
00 VERTISIN' 0o 
0O Practical Advice on nena Subjects. OO 
oo Suite ¢ , World Ae 00 
oo New York, U. 0o0 

00 


00 
0000000000000000000 00000000000 
0000000000000 O0000000000000000 





PRINTERS’ INK. 











ers more geen the States oh 
Alabama, Georgia and —: 


prising in these days of light journ 
daily paper taken in thousands of § 
therein for years. 

stamp of approval of its publisher 





BIG FIGURES. “=” ev 


Or a grand total 


Tribune Building, The Ss. Cc. Bec | . 


Ni Ke 
a Sole Agents 








PRINTERS’ INK. 








AND RESULT PRODUCER. 


nits influence and effect. It has 
‘ther morning paper in Kentucky. 
itbqty and State circulation, and cov- 
fa, Illinois, Kentucky, Tennessee, 


ourler-vournal 


D WEEKLY. 


dlesome moral sentiment quite sur- 
( pernicious prints. It is the only 
homes, and files of it are preserved 
olumns carries with it the personal 
tor as a guarantee of good faith. 


Ti lM ES IS THE LEADING 
AFTERNOON PAPER. 


| ecial Agency, The Rookery, 


Advertising. a 
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PRINTERS’ INK. 


A a st FOR ADVERTISERS, 

tm Issued every Wednesday. ‘en centsa copy. 
Subscription a: five dollars a year, in advance. 
Six dollars a bundred. No back numbers. 

tr Being printed from plates, it is always pos- 
sible to ane a new edition of five hundred cop- 
ies for #30, or alarger number at the same rate. 

t@ Publishers desiring to subscribe for PRINT- 
ERS’ INK for the benefit of advg. patrons may, on 
oe obtain special contidential terms. 

tert f any person who has not paid for it is re- 
ceiving PRINTERS’ INK it is because some one has 

*s.bseribed in his name. Every sg is stopped 
at the expiration of the time paid fo 
ADVERTISING RATES : 

Ciassified advertisements 25 cents a line: six 
words to the line ; pearl aie: 7 50 cents 
a line; 15 lines to ‘the inch. apage. Special 
position eds five per cent ert tno if grant 
ed , discount, five per cent for cash with order. 


Oscar Herzperc, Managing Editor. 
Peter Doucan, Manager of Advertising and 
Subscription Department. 

New York Orrices: No. 10 Spruce STREET. 


Lonpon AGENT, F. W. a ae 50-52 Ludgate 
Hill, 


NEW “YORK, “MARCH - 





“1899. 


Every article has points | that make 
it a desirable article for somebody. 








THE good mediums too often carry 
the burdens of a host of poor ones. 


Goop advertising requires chiefly 
the application of ordinary common 
sense. 


Wricut & GARLAND, of Lineville, 
Ia., write: “ A printing office without 
PRINTERS’ INK is like a washerwoman 
without soap.” 


ONE of the most attractive adver- 
tisements in the March magazines is 
that of Vitos (Cf. Scribner's Maga- 
zine, page 70). 





WomMeENn’s forms and faces will con- 
tinue to be used in advertising in spite 
of the federation of all the federated 
women’s clubs in existence. 





Agricultural Advertising of Chi- 
cago is one of the most valuable of 
PRINTERS’ INK’s babies. Every page 
of the February issue is interesting. 


A GENTLEMEN interested in the 
prosperity of the Fourth Estate as- 
serted that that paper has over thir- 
teen hundred paid subscribers. PRINT- 
ERS’ INK was amazed. 





AN interesting story is told in this 
issue of an attempt on the part of the 
New York World to ascertain certain 
facts about the circulation of the New 
York Journal. The only New York 
daily that dares to tell the truth about 
its daily issue is the Lvening Post. 


PRINTERS’ INK. 





THE more one studies advertising 
the more onc is impressed with th: 
fact that the illustration which show 
an article in actual use can not be su: 
passed in effectiveness by any other 
kind of picture. 


THE W. L. Douglas Shoe Com- 
pany, of Brockton, Mass., is sending 
to dealers as “ suggestions for shoe ad- 
vertisements ” the specimen retail shoe 
announcements that appeared on page 
18 of PRINTERS’ INK of Feb. 15th. Evi- 
dently the managers of the company 
know a good thing when they see it. 


BECAUSE one man has succeeded by 
the use of certain methods, is no indi- 
cation that another would do the 
same. The methods may have been 
extremely bad, and the success 
achieved have resulted in spite of, 
rather than because, of them. To 
merely imitate another’s methods, with- 
out knowing the philosophy that un- 
derlies them, is to invite failure. 


WHAT profit is there in talking 
about the quality of goods offered for 
sale as long as the probable purchaser 
is not told how much he can get of it 
for a dollar? It is all well enough to 
know how fine the paper, how good 
the presswork, how well edited, and 
how good the people are who are 
reading it, but what the advertiser 
wants to know is: How many ?— 7%e 
Imp, Lincoln, Neb. 


THE newest PRINTERS’ INK chick, 
hatched in New York at 1135 Broad- 
way, called The Adviser. It is a 
monthly costing fifty cents a year and 








is 


rather interesting. From a_ perusal 
the Little Schoolmaster is in doubt 


whether it is issued in the interest of 
New York advertising agents or of 
the Vin Mariani people, who pre-empt 
much of its space both in the reading 
and advertising columns. 


In February, 1898, the “ Maine” 
was blown up, and the event resulted 
in the sale of thousands of extra news- 
papers. During that month the Phila- 
delphia Record sold a daily average of 
181,309 copies. In February, 1899, 
the Record’s average circulation daily 
was 187,376, or over 6,000 copies 
more per day than in the period of 
excitement last year. The fact that 
this increase is normal, being obtained 
in a period of public quiet, makes it 
all the more significant. 

















THE collection of advertisements 
in the March magazines is an unusu- 
ally excellent one. It seems to have 
been one of those occasions when a 
large number of meritorious announce- 
ments appear simultaneously. 


- advertisers can not obtain reliable circu- 
lation figures from the agencies who handle 
l business, where are they to get them? 
have offered the publisher of one direct- 
a thousand dollars in cash if he would 
agree to give all papers rated in his book as 
honest a rating as does the American Newspa- 
per Directory. He said he would consider 
the matter.—F. 7. Nagel, in the Advertiser 
Guarantee Company's Reporter for Feb. 

Some one said of a celebrated book 





by T. B. Macaulay: It may be Ais- 
y, but it is not history. Except 
the American, no newspaper direct- 


ory attempts to publish facts about 
newspaper circulations. 


THE Metropolis Theater of New 
York distributes a four-page publica- 
tion 9x14 inches in size, containing 

ght or ten large half-tone illustra- 
of the scenes in the coming 
week’s play, as well as a synopsis of 
its story, its cast of characters, etc. 
It strikes the Little Schoolmaster that 

h advertising is well calculated to 
increase the custom of a theater where 
melodrama reigns supreme. Whether 
it would have any effect in a house of 
amusement the Ao fol/ot does not fre- 
quent, is an interesting speculation. 


tions 


Ile no sooner placesa card in the papers, or 
in one of the magazines, than he is mundated 
with profe ssional advice. The good offices of 
a new order of scientists are pre ssed upon him. 





He is appez aled to by the* professional ad- 
wr s’’ and the ‘ “Seiasn elite rs,”’ the ‘‘ad- 
smiths” and other industrial incubators. These 


brainy gentlemen appear to have but one pur- 





Pp in life. Itisto save the fledgling adver- 
tiser from self-destruction, to rescue him from 
financial ruin, and to make him rich They 
now precisely how to plan the fortunes for 
others and are panting to doit. To be sure 
most of them are struggling against adverse 


fate themselves, but that is because they are so 
busy building fortunes for the advertisers that 
they have no time to devise any ways and 
means for anything like selfish ends. They are 
like poets who write divine and altogether un- 
publishable verses merely as a matter of relief 
to bursting genius. And ‘‘ adsmiths ”’ are pre- 
pared to make the sparks fly from the anvils of 
their genius for a small fee per spark. They 
will weld the links in the chain of fortune and 
for a consideration will present the claims of 
the piano in a manner so transfigured that the 


piano-maker himself will fail to recognize the 
creation of 
point 
work 


his own hands, This is the view- 
of that newly-developed tribe of brain- 
rs who devise advertising schemes and 
advertisements.—7he Presto, Chicago, 





». 23a, 


Adwriters of the class indicated are 


about as rare as articles describing the 
existence of them are numerous. 





PRINTERS’ INK. 


“ THE interviews with small adver- 
tisers which you occasionally publish,” 
said a visitor to the Little School- 


master, “are, I think, more valuable 
than those with the big advertisers. 
The small advertiser talks of difficul- 
ties which he has just encountered 
which the big one has long ago for- 
gotten. Particularly interesting to me 
have been the interviews with the ad- 
vertisers who used small space in the 
New York dailies. Only one of these 
appeared to have made a failure of it 
—a striking instance of the fact thata 
small advertisement is not lost even in 
the blanket sheets of the metropolis.” 

‘‘ ADVERTISING don’t pay,’’ some people 
say, yet the most successful firms are always 
the largest advertisers.—Press and Printer, 
Boston, February 25th. 

That is the very point. The largest 
advertisers make money. Successful 
newspapers find their largest adver- 
tisers most certain to renew their con- 
tracts. The large advertiser gets his. 
money back and a profit. The small 
advertiser gets neither. If you would 
advertise, advertise largely, boldly, con- 
tinuously. If you can not do this in 
ten papers do it in one. Better four 
columns of good matter in one good 
paper than one column of equally good 
matter in eight papers of equal quality 


Tue American Newspaper Directory gives 
the average circulation of any newspaper hav- 
ing a regular circulation of over 1,000 copies, 
provided the publishers will send a detailed 
statement covering all issues for a whole year. 
If a paper has 10,000 subscribers the first of 
January and reaches 100,000 by December 31, 
the average for the year would be about 50,000 
and the paper would be so rated in the A. N. 
Directory. If a paper has 100,000 circulation 
at the beginning of the year and decreases to 
10,000 the average will again be 50,000 and will 
be so stated in the A. N. Directory. The Jp 
is of the opinion that this method is antiquated 
and that Mr. Rowell, although doubtless one 
of the most progressive men of our time, has 
gotten intoarut. A year is a long time now- 
adays and it is immaterial to the advertiser 
what the circulation of a paper was a year ago. 
What he wants to know is, ‘‘ What is the cir- 
culation now?” — The Jmp, Lincoln, Neb, 

What the advertiser wants to know 
is not how many copies were printed 
to-day, but how many will be printed 
to-morrow, next week, next month, 
and so on for the year his contract is 
to run. The best indication of that 
may be found in a knowledge of what 
the issue has been for the year that is 
past. Circulations that double in a 
night sometimes fail to materialize 
after a day or two. It was a saying of 
a farmer who constructed a compost 
heap: “ What will grow in a year 
will rot in a year.” 
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ONE of the best reasons PRINTERS’ 
INK has ever heard for not stating the 
circulation of an old established re- 
spectable paper was spoken by a gen- 
tleman who at one time assumed 
charge of one of these heavy respect- 
able dead and alive publications, and 
re-galvanized it into something like 
life. “Why,” said he, “talk about 
what has been the actual issue, if the 
had done that last 
year there would not be any 
to-day.” The question that sug- 
gests itself to the Little Schoolmaster, 
is whether the advertiser who was last 
year paying money to the 
, if he should know now just what 
its edition was, would not express him- 
self in words that might be best set 
down as 






































I want to know how to convince merchants 
in country towns that advertising pays.—/ z 
Crenshaw, Chariton, la.,in the Advertising 
World, Columbus, la. 

Asa general thing advertising does 
not pay. The reasons are numerous. 
Some common ones are these: The 
advertisement is poor. It occupies too 
little space. It is not changed often 
enough. It is put in cheap papers be- 
cause they are cheap, instead of in good 
ones because they are good. It is be- 
gun too late. It is stopped too soon. 
There is no earnestness about it. There 
is no “get up and get” about it. 


PRINTERS’ INK will shortly award 
another Sugar Bowl. It will be given 
to that newspaper published in the 
region south of a line drawn from San 
Francisco east to St. Louis; from St. 
Louis east to Cincinnati; from Cin- 
cinnati east to Philadelphia; from Phil- 
adelphia east to the Atlantic Ocean 
that gives an advertiser best service in 
proportion to the price charged. 

The territory specified includes the 
cities of Washington, Baltimore, Louis- 
ville, Richmond, Atlanta, Nashville, 
New Orleans, Dallas, Houston and 
Los Angeles, thus taking in one paper 
that had a show for the Sugar Bowl 
lately awarded to the Kansas City 
Star. The paper referred to is the Los 
Angeles Zimes, and PRINTERS’ INK 
has the impression that if some more 
Eastern publisher in the specified ter- 
ritory wants to secure this Sugar Bow], 
he had better post himself concerning 
the extraordinary merits of the Los 
Angeles 7imes with the consciousness 
that unless he can tell a pretty good 
story for himself he is not going (to 
quote a familiar phrase) “to be in it.” 
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On Saturday, February 18th, the 
Minneapolis Journa/ announced that it 
had deposited a certified check for 
$3,000 with L. S. Donaldson & Co., to 
be divided equally between three speci- 
fied charities in case the Minneapolis 
Tribune proved four propositions in 
regard to its circulation which it was 
asserted it had claimed. Charges were 
also made that the 7ribune sent out 
free copies every day to postmasters, 
in many cases the numbers so sent ex- 
ceeding the entire population of the 
towns to which they were forwarded. 
The 7riéune denied having made the 
claims in the form in which they ap- 
peared in the /Journa/, indicated what 
it realiy had claimed, produced figures 
to substantiate the claims, and de 
posited $3,000 and offered to deposit 
any other sum desired, if the Journal 
would show the 77ibune’s figures to be 
false, or would prove that the 77zbune 
sent out as sample copies over one 
and one-eighth of one per cent of its 
circulation. This counter challenge the 
Journal ignored, and the controversy 
died the death that always will over- 
take all similar discussions everywhere. 

plates 





THE advertising manager who studies 
tendencies, trying wisely to forecast the 
future, must have had his attention 
drawn to the very apparent preference 
on the part of shrewdest advertisers to 
big-space displays at irregular inter 
vals, in place of fixed-space business. 
One of the largest proprietary remedy 
in New York, which has 
scored a remarkable growth in two 
years, is firmly committed to the be 
lief that occasional broadsides are im 
mensely more effective than continu 
ous advertising in uniform space. The 
same preference is apparent in the 
business of local merchants and de 
partment store concerns in the smaller 
cities and even the country towns. 
Quarter, half and full page displays 
are much more frequently indulged in, 
but at judicious times, when announce- 
ments very special are to be made, or 
advantage to be taken of fleeting con 
ditions. We can not believe that the 
tendency should be either deplored or 
combated. Our conviction is that the 
more advertisers are educated to plan 
for and sec e quick results, the more 
profoundly chey will be impressed with 
the value of advertising, and the bet- 
ter they will learn how to utilize 
publicity. There will be more snap 
injected into store management. — 
Newspaperdom, 


concerns 











THE publishers of the American 
Newspaper Directory, beginning with 
their issue for March, 1899, renew the 
guaranty that from 1888 to 1896 in- 
clusive, a period of nine years, they 
maintained concerning the accuracy of 
circulation ratings in their book, by 
which a reward of $100 was paid to 
the first person who proved that a cir- 
culation rating in actual figures, based 
upon a statement received from the 
publisher of a paper, was not true as 
given. The Directory will henceforth 
attach a distinguishing mark to every 
circulation rating based upon a satis- 
factory statement, provided the said 
statement is accompanied by a deposit 
of one hundred dollars in cash, to be 
held forever by the Directory pub- 
lishers, the guaranty being continued 
year after year without further pay- 
ment until the correctness of the rat- 
ing has been successfully assailed. 
The circulation of a newspapey is the 
actual number of complete perfect 
copies printed. What disposition is 
made of the copies when printed is 
of interest only in fixing the character 
or comparative value of the circula- 
tion, = 
THE DECAY OF GERMAN 

NEWSPAPERS IN THE 
UNITED STATES. 

The Illinois Staats-Zertung, for some 
fifty years the most prominent German 
newspaper in Chicago and the North- 
west, is in the hands of a receiver. It 
has failed simply because there is not 
a paying demand in Chicago for a 
daily newspaper in the German lan- 
guage. The descendants of the im- 
migrants for whom the Staats-Zeitung 
was founded are numerous and pros- 
perous. They have not forgotten the 
German language, but they habitually 
read, and prefer that their children 
shall read, newspapers printed in En- 
glish. They are not Germans, they are 
Americans. They are not a class by 
themselves, but part of a community 
heterogeneous in its origin, but one in 
its Americanism. 

There are, to be sure, in Chicago as 
in other large American cities, some 
Germans who have never mastered the 
English language and never will. There 
are other Germans of the class repre- 
sented in this town by Herr Otten- 
dorfer’s Staats-Zeitung, who continue 
to be substantially foreigners living in 
America. The great mass of Ameri- 
can citizens of German descent regards 
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in America 
Sooner 


these German-Germans 
with amusement or disgust. 
or later the Staats-Zeitung of this town 
will have to come into the United 
States, Americanize itself, and learn 
the English language and American 
institutions or it will decline and fall 


like its namesake in Chicago. Daily 
newspapers printed in a foreign lan- 
guage in the United States find it 
more difficult every year to make a 
living. They will sink at last to the 
condition of a curiosity.—Mew York 
Sun, February 22, 1899. 
es 

THE WEEKLY’S PLEA FOR 

QUALITY. 


THERE IS NOTHING IN IT. 
Wasuincton, N. J., Feb. 18, 1899. 
Editor of Printers’ Ink: 

I have noticed for a long time past that 
the Little Schoolmaster deprecates the value 
of weekly newspapers as mediums for general 
advertisers. Do you not make any exceptions 
in the application? It does not seem fair that 
a newspaper of the character and circulation 
of the Star should be classed with the patent 
outsiders and weeklies of nominal circulation. 
The Star is located in a county of 35,000 
population and has a sworn average circula- 
tion for the past six months of 3,237. Only 
833 papers go outside of the county, the bor- 
ders of which are but four miles distant, and 
more than half the 833 are circulated within 
ten miles of Washington. Our advertising 
rate for a long-time contract is 15 cents per 
inch each insertion. I admit the position you 
take is well founded in many instances. 

To a very large extent the Star is circu- 
lated among farmers who, with rare excep- 
tions, take no daily paper; therefore, how are 
these people to be reached except through the 
medium of the Star? This same condition 
applies to a very large extent even in the 
towns, a fact that can only be appreciated 
by one having intimate acquaintance with the 
conditions that obtain. Very truly, 

Cuas. L. StRYKER. 

The Little Schoolmaster is misun- 
derstood. It does not deprecate the 
weekly. The weekly is good enough. 
Nothing is better. The trouble is the 
weekly charges too much. The Wash- 
ington (N. J.) Star is a particul .rly 
good weekly. An advertisement in it 
is worth as much or nearly as much 
as it would be in a good daily with 
the same circulation, but it not 
worth more. Neither is it worth any 
more than the same number of so- 
called patent outsides. As a general 
rule the weekly charges about five 
times as much as a daily with the 
same circulation. It is not worth it. 


is 


The advertiser who has any sense de- 
clines to pay very much more for a 
weekly than he has to pay for a daily 
of the same issue. 
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THE QUESTION OF CIR- 
CULATION. 


The bugbear of the whole advertising busi- 
ness is circulation. 

Asan example of publishers’ ‘‘ reticenee,’’ I 
inclose an extract from a letter received in 
answer to a request for rates : 

As tothe circulation of the Medical Record. 
It is a little difficult for us to state so you 
will know for a certainty just what it is— 
that is, if you accept our word and then ac- 
cept our rating in some of the newspaper 
directories. One book gives us 17,500; another, 
16,000 ; another, 12,000; another, 10,000 ; and, 
tinally, another as exceeding 7,000. So there 
you are. We will say this to you that the 
circulation of the Medical Record is larger 
than that of any other three weekly papers 
combined. At any time, if you want definite 
information, you can obtain It at this office. 

One must be very obtuse indeed to be un- 
able to ‘know fora certainty” straight figures ! 
Must a man make a tour of the States in order 
to get the information he desires concerning 
the publications in which he thinks of taking 
space ?—C. G. Adams, Advertising Manager 
L.A.W. Bu letin,inthe Advertising Wor d. 

The Little Schoolmaster never knew 
a case where a publisher has habitually 
dealt with the circulation question in 
the manner here adopted by the New 
York Medical Record, that the said 
publisher could not be shown to be 
stretching the truth more or less if the 


actual facts were made known. 


ESPRIT DE CORPS. 


The following letter was lately 
written toa New York patent medicine 
concern by a Minnesota druggist who 
has the impression that a medicine 
should be sold only in a drug store : 


«6 


MANTORVILLE, Minn., Feb. 7, 1899. 


Ripans Chemical Company: 
GENTLEMEN—We are under great obliga- 
tions to you for the large fund of information 
contained in the missive received by us a day 
or two ago. It is refreshing to us as registered 
pharmacists to learn from you where your 
nostrum can be obtained. It certainly relieves 
a great feeling of uncertainty and apprehension 
on our part to learn that the said nostrum can 
be procured at the “‘ grocers, general stores, 
news agents, saloons and barber shops.” 
hile this solicitude for the welfare of your 
fellow man is touching (to the tune of 5 cents 
per touch), it seems to us that you have not 
placed them in all the places where their sale 
could be made. If it would not be out of order 
I would respectfully suggest that you include 
in your list of salesmen, breweries, dance- 
houses, blacksmith shops, post-offices, law- 
offices, pop factories, scavengers, chimney- 
sweeps, massage parlors, dressmakers, police- 
men, undertakers, railroad brakemen, elevator 
boys, jailors, bankers, hostlers. It might be 
well to include in the above list members of 
that long-suffering profession known as “‘ hoss 
doctors,’’ and also the dog-killer and pound- 
master. The former could use large quantities 
in the usual run of his practice, as we are told 
it is a sovereign remedy for botts, and is also 
said to be beneficial in button farcey, thumps 
and wind puffs. 1 would not have taken up so 
much of your valuable time from the improv- 
ing correspondence you must already be carry- 
ing on with the saloon-keeping and tonsorial 
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fraternity, had it not impressed me seriously 
that you were not doing your duty by your 
fellow-man in not having above factors handle 
your wonderful remedy. In conclusion, I would 
suggest the following signs being prepared for 
hanging in prominent places in the bnsiness 
places of your agents : 





FOR A GOOD EASY JAG 
TAKE RIPANS TABULES, 


5c. 


5c, | 








FOR A GOOD SMOOTH SHAVE 





TAKE RIPANS TABULES, 
u 
A RIPANS TABULE WITH 
EVERY 10C, SHAVE, 
& ‘ 
ae inal 
| 
| A RIPANS TABULE WITH | 
| EVERY 5C. BEER, | 
= — ee 
ron a 
DO THE “ HOUTCHEE COUCHEE”’ 
WHILE BEING SHAVED, 
RIPANS TABULE, 
L = 


Trusting that above suggestions will prove 
of value to you, I remain, yours for health, 
Frank L, WILLson 


About the most curious feature of 
the extraordinary communication here 
reproduced was the printed letter-head. 
It read: 

THE SAMUEL WILLSON DRUG CO., 


JEWELRY, 
STATIONERY, 

FANCY GOODS, WALL PAPER, 
PHOTO SUPPLIES, 
MUSICAL MDSE., 

ETC. 
eo 


A SUBSCRIPTION ORDER. 


THE PRESS PUBLISHING Co., 
LINCOLN, NEB. 


Please send “The Imp” for one year regu- 
larly to address below, for which I agree to 
pay One Dollar, payable in my own time 
devoted to reading it. 


Information about ...... 

A PAYING PAPER 

| is worth one dollar 
eg ee ee 


Above is a copy of a subscription 
blank intended to circumvent the post- 
office antipathy to free circulation. A 
subscription price for a weekly or a 
monthly is becoming about as anti- 
quated, about as out of date as the 
horse. The post-office should charge 
what it costs for carrying printed mat- 
ter and cease fooling about what con- 
stitutes a subscriber or a paid sub- 
scription, 
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The Right Booklet 


will help your business. You know that as well as I 
do, but the trouble is to get the right booklet. All 
I want is a chance to convince you that I can give you 
the right one. If the two specials mentioned below 
do not suit you and you will tell me the general points 
about your business, | will show without charge a 
rough outline of the booklet | would suggest for your 
use. If you like the idea and the price, | will then 
complete the work promptly. That is fair enough, | 
am sure. 





I will write, illustrate and print in first- class style 1,000 small 
booklets for any ordinary business for $35; 2,500 for $45; 5,000 
for $55 ; 10,000 for $75. Here is the kind of “booklet it will be: 


Eight peace: size 2%x3% inches. Silk sewed. Good weight, 
good finished, tinted paper. Printed in two colors of ink, and paper 
being another tint, gives a three-color effect. Illustrated with four 
etchings from good pen and ink drawings, one being a striking cover 
design. Written in clear, forcible and business-like language. 
Presswork and typographical effect excellent. 


A large booklet of same paper, with the addition of a heavier 
cover, will cost $50 for 1,000; $65 for 2,500; $80 for 5,000; $110 
for 10,000. 


Same high-grade writing, printing and binding as above, with the 
following changes :—Twelve pages, size 34 x5'% inches, just right to 
inclose in a business envelope. Cover printed in two colors and in- 
side pages in two other colors. With the paper and cover in two 
different shades this can be made to give a six-color effect, if so de- 
sired. Illustrated with six etchings from good pen and ink draw- 
ings, one being an attractive cover picture. I have samples of this 
booklet if you want to see it. 


Writer, Illustrator and Director 


Address, Suite 42, World | Deneing, of Advertising. 


ew York, U.S 
























OHIO GIFT SCHEME. 

Harley’s Lion Store, Defiance, Ohio, has 
just concluded a successful (gift scheme in ‘con- 
nection with their annual “‘ Blue Tag” or ‘4 
off Janua Sale ”’ of clothing A furnishing 
goods. Mr . Harley selected ten articles from 
the stock, ranging from 5 cents to $8 in value. 
He di splayed the articles in the show window 
with a card, announcing that they would be 
given away free of charge on Saturday afternoon 
at 4 o’clock. The firm gavea numivered coupon 
or blue tag with each purchase made during 
this special sale,and requested the holder to 
keep the tag, and if he were unsuccessful at 
the first drawing, his tags would be good for a 
chance at the three remaining § aavating draw- 
ings of the sale. Ten articles were given away 
each Saturday during the sale, and in this way 
the interest was kept up during the entire 
month. If 600 tags were given out the first 
week, 600 numbers corresponding were put into 
a hat and some disinterested person, blindfold- 
ed, was invited to draw ten numbers out of the 
hat. The first number drawn was entitled to 
the first or highest priced prize, and so on in 
rotation. The numbers were added each week, 
together with the remaining number from the 
week previous, and the same performance gone 
through with each Saturday, thus giving each 
person holding a ticket a chance at the four 
drawings if they were not successful at the first. 
The numbers winning prizes were on each ar- 
ticle in the show window at 4 o’clock in the 
afternoon of the day of drawing.—A dvertis- 
ing World. 


a 
THE ‘“* NORTH AMERICAN REVIEW.” 
Col. G. B. M. Harvey recently purchased 

the North American Review at a reported 

price of $225,000. Thereupon the New York 

Journal gave the following sketch of the Re- 

view's existence : 

The North American Review was estab- 
lished in May, 1815, and began as a quarterly. 
Its first editor was William Tudor, and in its 
general scope it was modeled on the Quarter- 
ly Review, of London. Between 1815 and 1830 
the Review was edited successively by Wille urd 
Phelps, Edward Everett and Jared Sparks. In 
1817 it accepted and published the most fa- 
mous poem—‘‘ Thanatopsis ’’—of William Cul- 
len Bryant, then but a youth. In 1830 Alex- 
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ander H. Everett became editor, and for the | 


six years that he was in charge Longfellow, 
Prescott, Bancroft and other distinguished 
writers were among the contributors. Dr. John 
G. Palfrey was the next editor, and during his 
incumbency Ralph Waldo Emerson was a 
frequent contributor. James Russell Lowell 
and Charles Eliot Norton assumed control in 
1864, and at that time its writers were the most 
eminent literary men in the country. In 1876 
the number of issues per year was changed 






from four to six, and a little later the Review 
was made a monthly. Allen Thorndike Rice 
became its owner, but died just after being ap- 
pointed Minister to Russia, and General Bryc 
became the owner. A change in the character 
of the Review has taken place in late years, 
and men famous in politics and war have been 
welcomed rather than men famous in literature 
alone. David A. Monroe, as president of the 
North American Review Publishing Company, 
secured control of the Review i in 1896, 


W. DIX 


Wolstan Dixey has en: charg e of the ad 


vertising of the Dayton National Cash Regi 
ter Co., and abandoned his work as an ad 
specialist. If any one can improve the adver- 


tising of the Dayton concern, Mr, Dixey is the 
man,—A dvertising World. 
Mr. C. S. FAULKNER, special agent 
in New York for the Morning News 
at Savannah, Ga., Herald at Augusta, 
Ga., and News and Courier at Charles 
ton, S. C., says, concerning the Ameri 
can Newspaper Directory: “I find it 
more complete, and on that account 
more satifactory, than any other.” By 
“more complete” Mr. Faulkner means 
that the American Newspaper Direct 
ory goes more into details and tells 
more things than he, in the interest of 
an advertiser, finds it desirable to 
know. He particularly notes the value 
to an advertiser of the circulation rat- 
ings being extended over a series of 
years, by which, in Mr. Faulkner’s 
opinion, an advertiser is enabled to 
form a pretty close judgment as to the 
established character of the paper. 
ARRANGED BY STATES. 
Advertisements under this head 50 cents a line. 
Must be handed in one week in advance. 


CANADA. 


De! and weekly RECORD, Sherbrooke Que- 
Daily average for past 6 months, guaran- 
teed, ‘ 2. Only daily within 100 miles. 
T’S not only because we can and do get the 
right prices from Canadian newspapers that 
we can be of use to you in placing your Canadian 
























newspaper advertising; but, better still, we 
know which papers are giving results. Our ad 
vice may save costly mistakes. Rates and plans 


cheerfully submitted. iE E. DESBARATS 
ADVERTISING AGENCY, Montreal, Canada. 








THE EVENING 
E_ 


Was selected by a Committee of Advertising Experts appointed 
by the American Newspaper Directory as the newspaper in New 
Jersey entitled to highest rank for size, class and quality of cir- 
culation and consequent advertising value. 


ournal 


OF JERSEY CITY, N. J. 





Average Daily Circulation in 1898 .. 14 5890 























Displayed Advertisements. 





so cents a line; $100 a page; 25 per cent 
ext a for shecified position—i/ granted. 
Must be handed in one week in advance. 


W ANTED,—Case of bad health 
that R‘I°P*A‘N’S will not benefit. 
Send § cents to Ripans Chemical Co., 


New York, for 10 samples and 1,000 
testimonials. 


The Great Lakes Territory 


is covered fully by 
The 


Detroit Suns 


Drop us a postal 





for rates. 


Detroit Suns, Detroit, Mich. 
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Booklets = 


Written, 
Designed and 
Printed. 


I write, design and print 
Jooklets, Circulars and Adver- 
tisements of every description. 
No one has better facilities. No 
one can do it better. If you 
mean business write me on your 
own letter-head telling your 
needs. I will furnish you acover 
design and dummy of a booklet, 
circular or advertisement I! 
would advise, /ree of cost, with 
estimate for the writing, design- 
ing and printing complete. Only 
one order needed. No bother- 
ing with artists, engravers or 

printers. 
| attend to the whole business. 


WM. JOHNSTON, 
Manager Printers’ Ink Press, 


10 Spruce St., New York. 


FIPIENMIIIETETETE IN 








Terre eeeeerere 


Seca 








De ECG 


O£EESESESELETETETEEEE ETERTLELELTEEEEEE 


ESSESELELEEETETEETE 


Total Average Circulation 


The Springfield cass.) News 


Proves almost as much local circulation as any two 
other Springfield papers combined. 

Look it up for yourself and then you will advertise 
where you get the best value for your money. 


for Nine [onths ending 
December 31, 1808, 


8,008 
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THE WESTERN WORLD 


88 W. JACKSON BOULEVARD, CHICAGO, ILL. 
THE WESTERN WorRLD has now taken a place 
100,000 circulation papers and brings fine 
Try it. 
The Western World, 88 W. Jackson Boulevard, Chicago, Ill. 
Or any Reliable Agent. 
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returns, 
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among the 


Address, 


: 
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Cuarities, published weekly, is the organ of the Charity 
Organization Society of the city of New York. 

It is the mouthpiece and authoritative exponent of New York 
charity. It is read weekly, not alone by members of the Charity 
Organization Society, but by others who are interested in 
New York charity. It goes into the homes of the richest, most 
influential and religious citizens of New York of every de- 
nomination. Its reading matter consists of reports from every 
organized charity movement in the world, together with a cal- 
endar giving day, date and time of meetings in New York 
during the coming week. It contains articles on every phase 
of the social problem. Its contributors and readers are men 
and women of intelligence, education, wealth and position, 
numbering among them city pastors, social writers and others 
who are interested in charitable work. 

If you have any article to sell to Charitable Institutions, 
Homes, Hospitals, Infirmaries, Insane Asylums, etc., you can 
reach the managers of such institutions by an advertisement in 


CHARITIES 


(Official Organ of the Charity Organization Society of the City of New York.) 

If you have anything to sell to the clergy, churches, religious 
or charitably inclined citizens in the city of New York you can 
do it by an announcement in Crarities. 

If you have goods of established reputation which sell to 
the rich you can secure no better medium than Cuaritigs. It 
reaches them in their homes and is read by them from first to 
last page. 

Advertising Rates here given are merely nominal. They 
will be raised 100 per cent or more in the near future. 

All contracts closed now will be carried out at the present 
rate notwithstanding the contemplated increase. 

Agate measurement, 13 ems width of column. 

Classified advertising, 5c. per line. 

Display advertising 2c. per line, 14 lines (35 cents) to the 
inch. Full page, 200 agate lines, $5; half page, 100 agate 
tines, $2.50; one quarter page, 50 agate lines, $1.25. Special 
position, 25 per cent extra, if granted. 

Address all communications to 
WILLIAM C. STUART, Publisher, 105 E. 22d St., N. Y. City. 
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The Most Accurate 


and 


The Most Complete 
Financial and Commercial 


Market Pages 


In any paper in Greater New York are 
published in 


The Brooklyn 


Daily Eagle 


A Good Wall Street Letter, 
Full Report of the Grain Market, 
A Column Daily About the “Outside ” Market, 
Complete Record of Mining Transactions, 
Bright and Pointed Wall Street Notes. 


All the Commercial and Auxiliary Markets fully 
covered and special dispatches daily from Boston, 
Philadelphia, Baltimore and all the other active out-of- 
town Financial Centers. 


THE EAGLE’S Financial News 
Leads Them All, 


("Send for THE EAGte’s Little Code Book of Wall Street 
Quotations. 
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Our Facilities 


We are equipped with every facility for the 


production of first-class advertising matter from a 
postal card to the most elaborate poster. Every 
department of our business has been thoroughly 
systematized so that we can safely guarantee 
prompt service and best work. 

We can supply advertisers with reading mat- 
ter, appropriate ideas, schemes and suggestions for 
the betterment of their advertising, designs of all 
kinds from plain pen and ink work to the most elab- 
orate sketches in color. We caa turn out anything 
that is required in the shape of lithographic or 
printed matter to a customer’s entire satisfaction. 

We have built up a substantial business by 
taking good care of our customers and giving them 
the right class of work. We would like to hear 
from you on your next order. 


THE GIBBS & WILLIAMS 
COMPANY, 
Lithographers, 
68 New Chambers St., N. Y. 


(Running through to Roosevelt.) 


Telephone 4124 Cortlandt. 





“* Two heads are better than one.” 
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AG, BCo W2Cs 


for the same thing. 





If you are proud you pay 12 cents. 
If you are sensible you pay 4 cents. 
If you are mean enough you can buy it at 3 1-2 cents. 





I know a man who prints a daily paper and pays 12 cents 
a pound for his ink. He knows another man who prints a daily 
paper and pays 8 cents a pound for his ink. These two men 
sometimes converse together. The 12-cent man says that the 
8-cent man uses an 8-cent ink and the 8-cent man says that 
the 12-cent man don’t use any better ink than he does. They 
are both of them stating facts, and their pressmen know that 
each of them pays, one 12 cents and the other 8 cents a pound 
forthe same ink that the same dealer who supplies them would be 
willing to furnish them for 4 cents, but it does not seem wise to 
the dealer to suggest the lower price for the same goods for two 
reasons: rst, because he makes a larger profit on an ink at 
8 cents and at 12 cents than he can by selling the same ink 
at 4 cents. Second, these publishers who buy the 8-cent and the 
12-cent ink would not be satisfied to use the same ink at 4 cents. 
They would be unhappy about it. Human nature is queer and 
human nature in printing offices is very queer indeed. I have 
done something to open the eyes of printers, but there are still 
a great many printers whose eyes are not opened and a whole lot 
of them who don’t want to have their eyes opened. Were it 
otherwise there would not be so many printing-ink houses em- 
ploying so many traveling salesmen, at from fifty to a hundred 
dollars a week in salary and expenses to sell from one hun- 
dred and firty to two hundred dollars’ worth of ink per week of 
the same sort that I would be glad to sell to the same people for 
from forty-five to sixty dollars. There is subject for thought in 
what I have said. Think it over. Send also for my price list. 


ADDRESS 


PRINTERS INK JONSON, 8 Spruce Street, NEW YORK. 
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Tow to get the full value of advertising by 


By Chas. 


upon any subject discussed in this department. 


i 


BUSINESS MANAGEMENT. 


onl business more profitable by a judicious system of advertising. 


Subscribers are invited to ask questions, submit plans for criticism, or to give their view 


3 


rightly conducting the business, and how to 


F. Fones. 


Address Chas, F. Jones, care PRINTERS’ INK 


See e eee eeereroe eeee 





A business man writes me that he 
would be very glad indeed if I could 
suggest through these columns some 
new and novel things that a retail 
store could do to attract trade. He 
says he is perfectly willing to expend 
a good deal of money, if necessary, in 
doing some big thing, if I would only 
tell him what to do. His letter, which 
is rather longer than I wish to take 
the space to print, suggests to my 
mind that there are a great many busi- 
ness men who are looking out for the 
big things to do, forgetting all about 
the little things which need attending 
to. There are, of course, a few big 
things that a business can occasion- 
ally do, but the sum of their impor- 
tance doesnot amount toanything when 
compared to the sum of the impor- 
tance of the little every-day duties 
which any business man can see for 
himself if he only will. The healthy 
growth of a business is not coriposed 
of one or two big spurts caused by 
some unusual exertion or u.usuai 
method, but by every-day hammering 
away at the simple thought of making 
business as reliable and as worthy of 
custom as possible. I never saw a 
store yet that could make a success by 
looking out for big things to do. If 
the same store will see that every little 
piece of merchandise in its building is 
right, will see that every individual 
salesperson does his or her duty, will 
see that every price asked for goods 
is reasonable, will see that every ad- 
vertisement that they.put out gives 
honest and trustworthy information, 
they will have their hands full every 
day in the year and will eventually get 
more business than they could in any 
other possible way. 

*_* 


* 
Cui _ Ml. 

Mr. Charles F. Jones, New York, N 

Dear S1r—I have read se nse th rsin 
Printers’ Ink and would like to ask you for 
some advice as to what I had better do to be- 
come an advertisement writer. What kind of 
literary studies shall I take up and how soon 
do you think I will be able to write advertise- 
ments ? Martin LonG Simpson. 


There are a great many things that 
a person has to know before they be- 


oeee 


gin to know the first principles of 
good advertising. I do not know of 
any advertisement writer that | 
made a success by attempting to study 
out from a literary standpoint how to 


as 


write advertisements. The ability to 
write paying advertisements comes 
about through long experience in 


practical business. An advertisement 
writer must first understand the general 
principles of business before he can 
write a line that would really be worth 
calling good advertising. I would ad- 
vise Mr. Simpson to get a subordinate 
position in the advertising department 
of some store, some agency, or some 
newspaper. It does not matter much 
what the position is so that he can 
have an opportunity of watching how 
business itself is done. If he has got 
any talent in him that can be developed 
into an advertisement writer, he will 
soon be able to pick up enough in- 
formation for him to practically show 
his ability to his employers. The chief 
thing to be studied along with busi- 
ness is human nature. Perhaps the 
knowledge of human nature may in 
some cases be found more important 
than the knowledge of business, but 
one can best study human nature 
through the study of business and the 
knowledge how to write advertise- 
ments is not aspontaneous knowledge 
that blossoms forth in a night, but 
comes through practical experience 
through buying and selling merchan- 


dise, or through seeing how other 
people buy and sell it. 
* * 
St. Louts, 


Mo. 
Mr. Charles F. Fones, New York, N. ¥.: 

Dear Mr. Jones—We have in our employ 
about two hundred salespersons and we are do- 
ing our best to drill them into the best way of 
waiting on the trade, but find it hard work. We 
have been thinking of getting out a little paper 
to circularize amongst them oncea month, put- 
ting in this paper such instruction as we may 
wish to give them from time to time. Do you 
think it isa good plan? Yours truly, 








A publication of the kind proposed 
would certainly do no harm and might 
do a great deal of good. It ought 
certainly to be worth the trouble and 

















expense of getting it up. One of the 
great faults with many large stores is 
that their salespeople are not as well 
drilled and therefore not as polite and 
attentive to customers as they ought 
to be. It is hard study sometimes 
how to drill a large number of people 
into knowing what is the proper way 
to do business. Itis an every-day job, 
teaching and teaching from morning 
until night, year in and year out. After 
the publication has been issued it will 
be found perhaps that a great many of 
the employees do not even take the 
trouble to read what is said init. I 
know one store that think they accom- 
plish a great deal in training their em- 
ployees by giving them weekly lectures 
on the subject of good business. It 
requires all the employees to remain 
for fifteen minutes after the store closes 
one evening each week. To make up 
for this overtime they are given a half 
hour extra for lunch one day during 
the week. During the fifteen minutes 
in which they are all gathered to- 
gether after the store closes the super- 
intendent explains the business points 
of general interest, telling the clerks 
how they ought to act under certain 
circumstances and endeavoring to im- 
press upon them the ideas that the 
store wishes imparted to the customers. 
This store tried a weekly publication 
some time ago, but they found that 
the very persons who needed the 
instruction most were the ones who 
were the least likely to read it. The 
good clerks who did not need the in- 
struction of course always read the 
paper. 
* * 
* 
MontcGome_ery, Ala. 

Charles F. Jones, New York: 

Dear Str—I would like for you to tell me 
through Printers’ Ink what you think of the 
four advertisements inclosed, I recently gave 
an order to a certain advertisement writer to 
prepare these for the use of my store. Instead 
of doing the work at once, the party wrote 
back for me to give him particulars about what 
I wanted to say. I replied that he ought to 
know his business, and if I had to furnish par- 
ticulars I would just as leave write them my- 
Do you think I ought to pay for work 
like this, which does not at all suit me? 

Yours truly, R. A. JACKSON, 


} 
Self 


Mr. Jackson ought to certainly pay 
for these advertisements, no matter 
how bad they were. The fact that the 
advertisement writer, whoever he may 
be, wrote for particulars, and that Mr. 
Jakson failed to give them, left the ad- 
vertisement writer no other recourse 
than to do the best he could. With- 
out the necessary information it is not 
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to be wondercd at, that he did not 
produce what was wanted. Then 
again, the advertisements are not bad, 
they are good; they are general adver- 
tisements, it is true. and general means 
very little in the retail business, but 
the writer could certainly not be ex- 
pected to say anything except general 
statements when the details upon which 
the advertisements ought to be built 
were missing. Here is a mistake that 
a great many merchants make: they 
expect the advertisement writer to do 
everything. They are like the man 
who goes to the doctor and says he 
is sick, but refuses to tell the doctor 
where his pain is located, says he will 
not show his tongue and holds his 
hands behind him when the doctor 
wants to feel his pulse. It does not 
matter how good the doctor is, he is 
not going to be able to give this kind 
of a man very good service; about the 
only thing he could do would be to 
give him some kind of a general medi- 
cine with a hope that it would hit the 
spot. The merchant who wants any 
advertisement writer to give him the 
service he ought to have should be 
just as particular in supplying full in- 
formation as he would want the adver- 
tisement writer to be in writing up the 
information after it is supplied. No 
advertisement writer should be ex- 
pected to be a mind-reader. He may 
know general business ever so well, 
but he can not know the particular cir- 
cumstances that surround any business 
until he has been told about them. 
* * 

It is a very sad thing, but there are 
some people who expect advertising 
to do quite a different thing from what 
it is intended to do. Some people 
even expect advertising to do every- 
thing without their making any other 
effort. Now, there never was a great- 
er mistake in the world, and the soon- 
er a business man that has got such a 
notion in his head gets it out again 
the better it will be for him. 

A Pennsylvania wholesaler came to 
me some time ago with a series of ad- 
vertisements which he had used the 
season before and stated that he was 
very much dissatisfied with the results 
they had brought him. The series 


consisted of half a dozen or more 
postal cards stating the fact that the 
commercial travelers for the wholesale 
concern would call on persons to 
whom the cards were addressed before 
The wholesaler said to 


many days. 
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me in all seriousness: “As far as I 
can tell, these postal cards did not 
bring us in a single order, and there- 
fore I am disappointed in the cards 
and in the person who wrote them.” 
I asked the gentleman what the cards 
were intended to do. He replied: 
“They were intended to let our cus- 
tomers and those whom we wanted for 
customers know that our salesmen 
would call upon them in a little while 
and show our samples.” I then asked 
him if the cards had done this much. 
“ Yes,” he admitted, “but they never 
brought us in any orders.” “ My dear 
sir,” I replied, “the cards were not in- 
tended to bring in any orders. There 
is not one of them in which you men- 
tion about anybody sending you an 
order. There is not one of them in 
which you quote a price on your mer- 
chandise, or say anything about your 
merchandise, except that your sales- 
men will soon call with samples. The 
cards were not intended to get orders, 
in fact they were expressly intended 
to keep the persons who received 
them from giving an order to anybody 
until your salesmen had a chance to 
show you samples. The fault is not 
in the advertisements which you have 
used, but in your expecting them to 
do something for which they were 
never intended. If these postal cards 
caused the people who received them 
to remember your salesmen and give 
them a respectful and careful hearing 
when they came to present their story, 
then this postal card advertising was 
a success.” 

There are too many business men 
nowadays expecting advertising to do 
everything. They forget’ that they 
have their part to do and that adver- 
tising can not do it all, particularly 
that advertising aimed to accomplish 
one thing is not going to accomplish 
something in an entirely different line. 

* * 
+ 
Kansas City, Mo, 
Mr. Charies F. Jones, New York, N. ¥.: 

DEAR Str—We send you two or three of 
our advertisements which we would like to 
have you criticise. We take great pains in 
having our advertisements written just right 
and sometimes rewrite them two or three times 
before they are printed, as we believe that the 
success of advertising is not so much in the 
thing you have to tell as the way that you tell 
it. Can you suggest how we could tell our 
story better than we have done? Yours 
truly, B. & Co. 

The advertisements inclosed are 
fairly well written, and as they are too 
large to reproduce I do not see any 





benefit that I could give the writers of 
this letter or PRINTERS’ INK readers 
generally by picking them individually 
to pieces. I want to say, however, 
that B. & Co. have entirely the wrong 
idea of the success of advertising. 
There are a great many other people 
that are making the same mistake 
The success of all advertising lies first 
in having a good, honest, reliable fact 
to present ; that is the foundation, the 
Starting point of all successful adver- 
tising ; having first this good starting 
point, it is then, of course, very de- 
sirable that the fact should be stated 
in the best possible way, but the fact 
itself is vastly more important than 
the way of saying it. Some weeks ago 
I had a conversation with a Cin- 
cinnati business man who seems for 
years to have been laboring under the 
wrong impression. He wanted to know 
what would sell his goods, and in re- 
ply I told him that having goods that 
deserved to be sold was the first thing ; 
second, making prices that were right 
when compared with the value of the 
goods and the figures that competitors 
were making; third, telling about these 
goods and these prices in such a way 
as to impress the public that the store 
was presenting reliable facts. This 
man said that was the first time he 
had ever been told by an advertise- 
ment writer that there were more im- 
portant things than the writing of ad- 
vertisements. 

For a retail store I would much 
rather have a good story told in a 
simple, honest, unassuming way, than 
a poor story told in the most brilliant 
fashion that the best writer in the 
world could produce. The brilliant, 
unreliable advertisement might in some 
cases produce a temporary business 
excitement greater than the reliable 
advertisement, but it would be of the 
kind that does not last; there would 
be a reaction against the store that 
never follows where the announcement 
is truthful. 

B. & Co.’s advertisements sound 
well as far as the reading goes; they 
look well as far as the printing goes; 
but there are a great many statements 
in them that I am satisfied will not 
hold water when the Kansas City 
buyer goes to the store in answer to 
the advertisements. Too much at- 
tention has been given to having the 
advertisements read well and too little 
attention to having them so they can 
be backed up well in the store. 
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READY-MADE ADVERTISEMENTS. 


Edited by Wolstan Dixey. 
Readers of PRINTERS’ INK are invited to send model advertisements, ideas for window 
cards or circulars,and any other suggestions for bettering this department. 


. eee 





The editor of the Tioga (Texas) | 


Tribune sends me three ads, asking 
whether I think 
fitthe advertiser because of their being 
different from the stereotyped form 
used by many advertisers, or whether 
they would attract attention.” 

I think two of the ads are very fair, 
although they are decidedly stereo- | 
typed, and I think the one ‘that tries | 
to be original and funny gets furthest 
away from being good advertising. 

Here it is, and I give it as a sample 
of one of the things which ought not 
to be done in advertising. 


W. A. MILLER, | 


BARBER. | 

Designer of features 
and facial upholsterer. 

Whiskers and hair 
trimmed in all the lan- 
puages. 

Manufacturers of Med- 
iteranean sea-foam and 
hydraulic shampoo. 

Shaves to order executed on 
short notice with free hospital 
advantages and no extra charge 
for drayage. Correspondence 
solicited. Address box 32, Den- 
ton, Texas. Warehouse on the 
south side of the square. 


Don't try to be funny. Don’t try 
to get away from the business aspect 
of what you are talking about. Ad- 
vertising is talking business first, last 
and all the time. If there is any funny 
thing that is essentially a part of the 
business it does no harm to let it come 
in; but any attempt at humor that is 
lugged in from the outside is of no 
use. Nine times out of ten it does 
m re harm than good. 

Talk about your business in 
als. Leave jokes and poetry and 
philosophy and all the other fine 
graces of literature to their own prov- 
ince. They are all right where they 
belong. They don’t belong in adver- 
tisements. 


your 


Evening Hats 
More ean one adil 
exquisite, chic _an¢ 
charming Evening Hats 
that are exceedingly 
pretty and not expens- 
lve commencing at $2.50 

up to » $7. 50. 


‘ads like these bene- | 


nite to Tell About. 


Shoe News, 


We have a special ma- 
chine to sew up rips. 
We defy competition and 
challenge these prices. 
Neat work, prompt at- 
tention. Gents’ shoes, 
hand sewed, half soled 
and heeled go cents. La- 
dies’ shoes, hand sewed, 
lalf soled and heeled 
65 cents. Gents’ shoes, 
half soled, nailed so 
cents, Ladies’ shoes, 
half soled, nailed 35 cts. 
We use nothing but 
white leather. 





For a Baker or Grocer. 


~L-EVERYBODY-. 


likes light, white bread. 
Good bread is one of the 
most nourishing and 
healthful articles of diet 
--you know that. 

One kind of brea 
is sweeter, keeps soft 
longer and contains more 
nutriment than all other 
kinds, that’s 
— 'S 





Painless l entistry. 





Painless Fillings 

The——method is a recent 
and important advance in dental 
science. It makes the treat- 
ment of sensitive teeth abso- 
lutely painless. Decay may 
have gone so far that the slig!it- 
est touch causes agony, but still 
my method makes the operation 
of filling mere pastime. 1 shali 
be glad to explain it to you 
personally. 








Attractive. 


New Lamp Shades 


covered with flowered 


wall paper. We have 
the frames, ready for 
covering and a chwice 


lot of wall paper rem- 

nants—chinty, cretonne 

and delft effects-- ready | 
to do the covering with. 

You'd be surpri-ed how | 
artistic a gift you can | 
make for a little money | 
if vou do the work your- | 
seit. 
We have finished lamp 
shades from $1.13 











A Good Insurance Ad. 





It’s a Grim 
Legacy | 


That you would leave 


| your loved ones if you 
should die to-night —un- 
assured. 
The Equitable Life As- | 
surance Socie offer 





certain protection to 
your family if you should 
die—-a competency for 
your “old : age if you live. 





For a Meat Market 


Going to Market? 


Don't _ zet that the best 





meat is always the most 
profitable to buy, because | 
there is none wasted, n | 
other words “‘it’s all gooc.”’ 
That’s what our customers 
have said and what you will 
say, if you iy trade at 
MARKET. — 
Good 


Idea for a Dyer. 


Look 





at him! 





We mean the young man 
with the dirty, bagged, 
faded suit—looks like a beg 
gar. He doesn’t know t! 
we can make that old suit 
new aguin—Clean, dye and 
press it for $3.00. A new 
suit will cost at Teast five | 
times that. 
For an Ootician. 
_ 7 


TIT! | 


four eyes 


**T am told there are 


there, but two is ali I can see. 
Then will you not let us aid | 
you? No further trouble, just 
a visit here and we'll test, fit and 


correct yours before supplying 

the other two. No charge for } 
examination. We have solid | 
gold glasses from $3 up. The | 
kind that don’t hurt. Othe TS 

cheaper of course. If trouble- 
some eyes would but heed these 
ye troubles would soon 


words, € 


ce.use. 


- 7 


Made to Order 
Glasses. 
| The complete satisfac 
tion and comfort given 
by our made-to-order 
glasses is making our 


optical department daily \ 
The i 


oa 


more popular, 
frames fit so perfectly 
| that they are not felt; 
they are more becoming 
than ill-fitting ready- } 
made glasses, and the 


price is no higher. 





| 


PRINTERS’ INK. 





Plain and Good. 





Something to i 


——__——, 


ve the Poor 


MEAT! | 

4 ta . 
Are you an East Sider? The 
kind of cuts I sell are fit for 
any table; but that's not all; 
everything is always fresh 
and clean that comes in; | 
that’s why every customer is 
satisfied with what goes out. 
When you want good steaks, 
good chops, or good roasts, 
plea e give me a call. 


‘ou about at house-cleaning 
me. 
Blow it in 
all the cracks, first of all, 
with a powder gun; those cracks 
around the sink, or behind water 
pipes, or the mantel, voards 
a the wainscoting. In fact 
wherever there’s acrack, BLOW 
IT IN. 
You see, 
out, for 


basel 


that drives the bugs 

they can't live or | 
breathe when *s Roachine | 
is blown into their haunts. | 
Having thus driven them from 

home, throw a few handfuls of | 
the Roachine about the room | 





(first closing doors and win 
dows), and leave the bugs to 
their fate. Use the Roachine 
the last thing at night, and in 
the morning you can sweep up 
the dead bu and put them into 
the kitchen fire. Use this treat- 
ment two or three successive 
nights and you'll hardly be able 
to find a live Roach or Water | 
with an X-Ray apparatus. 





» 
sug 


A Good Introduction, 


Hosts of Tea 
lables 


in plain and quartered 
oak, polished birch, ma 


hogany finish- youcan’t 
tell it from real maheg 
any—and solid mahog- 
any and iniaid mahog- | 
any. Wecanenrich you | 
in table knowledge if 


you'll spend five minutes 
among our tables. 


Appeals to the Man with a Dog, 


ra Bone. 
e’ll give you one for 
him if you'll buy your meat 


Dog 


here. The meat that we sell 
is good meat, no stale odds 
and ends. f we haven't 


good, fresh, clean meat, we | 
be honest with you. We 
want your trade, want to 
deserveit. Will you let us 
have it on those conditions ? | 


























Good Car riage Advertising. 


ay 
| The Comfortable 


| Vehicle 
is the station wagon. 
a warm, convenient 
and whe 
pleasures of an open vehicle. 
vell built, handsomely uphe 
stered and artistically .painte 
vehicle of this latest style 
shown at our repository. 

A Coupe Rockaway of late 
Paris design; a 
Stricklaud Phaeton; 
design and _stick-seated Co 
cords and Run-a-bouts also e 
hibited. 





Brief and to the Point. 














In winte 
carriage, 
n summer comes all the 


T, 


A 
»|- 
d 


is 


st 


two-seated 
standard 


n- 
X- 





Body Brussels 
9OaCY wMrussels 
Bargains 
End of the annual stocktaking 
season finds us with a lot of 
very desirable patterns in all | 
grades of carpets that we must | 
close out before the spring trade 
commences. 
We tell to-day of the Body 
Brussels 
Whole pieces - many 
with borders to match | 
Best $1.25 and $1.35 
graces, reduced to $1 a 
yard | 
Remnants in the bargain annex 
it half price 
in Advertising Specialty. 
CHEESE 
When your appetite 
speaks for Chee we 
can satisfy it. We can 
supply you with both 
mevorted and Domestic 
Chees ilso fjologna, 
The kind we sell is Fx 
tra fine Onr stock of 
Delicacies is like our 
Groceries, quality Art 
Just try the goods and 
see. 
Interesting Information. 
-— 
] 
or se 
Phe City of | 
Spectacles. 
Southbrid ge, Mass.. i know n 
is ‘“* the City of Spectac les.” It 
has a population of eight thou 
sand, three-fourths of a are 
ngaged in making spectacle 
frames and lenses. One theu- 
und are women. The annual 
ut tput of this city alone is 
,o09,000, This increase in the 
number of spectacle wearers is 
due to the recent discoveries in 
medical science of the curative 
power of lenses in certain nerv 
1s disorder We make a spe 
cialty of this class. Examination 
| free. | 
{ a 
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! Blacksmiths ¢ Ought to to Adt vertise Hore. 








— 
Improved Horse 


| Grated Pine apple. 


Shoeing. 


There's no part of the 
Horse that requires more 


attention than his feet. 
Every time a horse is 
brought into my shop, 


the animal’s feet are ex- 
amined closely and de- 
fects in previous shoeing 

are corrected. 





For a Grocer. 


’ brand, is espe- 
cially luscious t the 
pineapples are allowed to 
ripen before being gathered, 
and are canned immediately 
thereafter. Direct tous from 
the }ahamas, Housewives 
will find them very delicious 
and of the highest quality. 


ecause 





This week the 22c. can 
19c., $2.25 per dozen. 
For a Grocer. 
” 
«Sweet Briar | 


Peas, —— ’s brand, at special 
price tnis week, t6c. can; $1.85 | 
doz.; $3 65 case. Sifted peas of 
unususlly delicate flavor. Very 
sweet and tender, and uniform 
in size The cheice of many 
discriminating buyers 


Goor 


A 


For the Men! 


WwW 


can 


eyes 


fitte 


Optical 


pia 
aid 


1, if Packed by the Store. 


Rousing Sale | 





reduced all our 
» coods from 25 to £o 


we've 


| 
You have attended sales 
in this store before— | 
know what we mean 
when we say that the 
bargains many and 
great. Aside from the 
few restricted articles, 
| 
| 


percent. This sale will 
run until- - 
An Optical Ad. 


HEN YOU 
GL 


GE 


ASSES 


fr YOUR 
AT } 


SHIMBERG’S 
THEY 
Weak Eyes, 


MUST BE RIGHT. 
Headaches and 
Nervousness 

be prevented by having your 
properly examined and 
d with glasses at Shimberg’s 
science up-to-date is 
by the undersigned, 
all the most improved 


ticed 


d by 


instrume nts for detecting errers 
| of eyesight. | 
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DEPARTMENT OF CRITICISM. : 
Br Charles Austin B 
Bv Charles Austin ‘Bates. : 
Readers of PRINTERS’ INK may send to this depsrtment advertisements, booklets, cata t 
$ logues or plans for advertising. As many as povible will receive full, honest, earnest 3 
3 «criticism. There is no charge for it. PRINTERS’ INK * pays the freight.’ 3 
7 . 
Didiidadesbeusevesseareeessenseereneons ae 
The Haven Colleges, which is evi- most office positions, the better their penman- 
dently a business college in Philadel — should be, to make up for that lack of 
ig * 5 . z yxther advantages Furthermore, the penm 
phia, sends out a little folder which is ship is often considered an index to the char 
entitled, “How to answer ‘Help ter of the applicant, for, in these days w 
rT } . * goo ship so easily be quire 
Wanted’ advertisements in order to $904 Penmanship can so easily be acqu 
c/a ee Pe business men look upon its lack as an indi 
positively secure a position. After tion of deficiency in other matters as well. 
this very interesting proposition it is _ Itis, therefore, necessary to have good w 
interesting to know just what the col- as Ri pe a ‘ lop - = - ~ ee 
> ° rt c moot thie USINesS Nian, ana to msure 
lege considers absolutely essential to selection for oper from amour the many 
positively secure a position. received by the advertiser 
/ - at the Idres 
Upon the front cover page is a sam meen ts Beg stag! 
a a re eV ie first | 
ple letter to be used in answering P r of the ind 


“Help Wanted” advertisements. 
The next pages give instructions in 
detail and at length, from which I 











quote as follows: 

How to Successfully Answer 
‘¢Help Wanted’’ Advertise=- 
ments. 

To give this information pro perl ly, one must 
consider the basis upon which a siness man, 
be he merchant, financier or publisher, selects 
his office help; for it is necessary to answer 
“Help Wanted” advertisements in the way 
which will best please the advertiser and that 
will insure his attention to the appeal of the 
applicant. _ 

When a firm advertises for any kind of office 
help, whether it be for an errand boy, who oc- 
casionally does a littl: writing, or for any other 
clerk up to the head bookkeeper, stenographer, 
editor, or for any position, mercantile or liter- 


ary, the process of selection of the proper 
son from among the list of applicants 
same in all cases, far as certain important 
particulars are concerned. 

A business man generally receives from 20« 
to 500 replies to an advertisement for a g 
clerk. There not time, of course to 
through all these replies, nor would it be pr 
able for the business man to 
number would only confuse him. 

He makes a choice in this way: 

He selects twenty to thirty of those letters 
which have the best writing on the envelopes 
as sufficient to make a selection from, and he 
never opens any of the others; at least very 
seldom, and then only in case he fails to find a 
suitable person from the twenty or thirty first 
selected, which is usually sufficient. Generally, 


per- 





so 





is 


do so, z 





all the letters, except those first twenty or 
thirty, get into the waste paper bask2t un- 
ope ned, because the writing on the envelopes 
has condemned them, without a perusal of 
their contents. 

This is true, no matter what the position 
may be, even, as we have said, if it be only for 





an office boy to run errands ; for that boy, if he 
remains with the firm, his employer expects to 
advance to other positions in time, and there- 
fore the business man is almost as particular 
about the penmanship of that boy as if the per- 
son desired was an expert bookkeeper ; in fact, 
the fewer the capabilities of the applicant for 







































velop » that it will 
s 1 n the contents r 
be of a character that will impr the bus 
man fave “He 1 s h $ 
twenty tyt »} ‘ 
as worthless any se wherein the cot 
are unsatisfactory, ¢ r in penmanship, g 
eral wording or lack of information 
Some important « ntials of a good lett if 
application ar 
First— writing i le must be as go 
that on the envelope, and sh be bett f 
possible 
Second—I ! 1 « in fir he 
town name, with date in full d month and 
year 
Third 1 begin preferably 
with the v ss y 
by the we ment, 
ire addre rora lady. It is 
safe, otherwise, t Vv Gentlemen,’’ because 
most firms are composed of more than on 
person 
Fourt It idvisable to ] the adver- 
tisement neatly « ped from the paper » that 
the merchant will that you are answering 
that particular advertisement, as the firm may 
have inserted several adver ments it me 
paper on that dat lifferent | t It 
is well to neatly | clip} ( e- 
ment at the left-] er portion of the 
paper you write upon 
Never ar 1dvertisement on a postal 
card ; nor with red ink nor any ree olored 
ink; nor with 1 ind, avoidable, 
do not reply uy wed writ paper. 
Tse black paper, and com- 
sO an your name and 





ottom of the first } 


ge, 








to the next 
‘ to read long lett 
ty on, and it i pecially bad ta 
ign name and address upon a different pag 
when the letter itself ends upon a prece 
page. Better a long letter than s sg a div 
perfect letter of application should 
short and business-like, but it must contain 
certain facts. Always, of course, the par- 
ticulars asked for in the advertisement, and 
also some important particulars which are not 


always asked for, but which are expecte a just 
the same. 
The merchant appreciates certain informa- 


tion, and if it is given without request, it is 














evidence of the forethought of the applicant 
d impresses the business man favorably. 
For instance, every advertisement does not 
k one to name reference, but every business 
man expects it, and a letter which contains 
r the statement that the applicant “ Can 
e good reference ’’ or “ Will furnish fire.- 
iss reference upon interview,’’ or any other 





1g without naming some reference, is dis- 
ss men, and such letters go into 


waste basket, because any one can make 





h statements, even though they possess no 


man wants is the oppor- 
of the satisfactcriness of your 
i to them and 
a sks y« mu to call. 
cant can 

















r Esq., 
cl t : th others, if 
d,” proves tot merchant that the ap- 
intis not a d to nat referer nd 
] or hast lly a reference to name 
I bes » name two reference f ble 
better tha even if tl ne | 
ly a profe mal gentleman or clergyman 
you have r t! two reference ind n 
with ot! if desir mu 
I tist ) nece ry 
‘) r pa which are ex 1 ar 
xperienc ntl ne advert fy 
ny 1 ) ir age, t ther w t 
ri n ch may be r d in 


























me lad seem to fear publicity when tl 
vy by letter for a position, j | 
their name at all, often met ‘ 
more initials and some $ " 
1 t to the waste basket. 
Al no confiden¢ Y 
1 full name and add 
is he | no confidence in pe le do 
ime their references; for any honest per 
ean nai on frie! or acquaintance a 
nee 
If vou hav inswered adve 
ne time and received no re} 
1 upon it chat you have violat 
s for correct applications, gi 
ut have committed some « 
ire named, or else you have 
The latter is often the case with peo} 
» do not appreciate the value of tim 
It is a fact that many answers never reach tl 
ness man for whom they are intended, be- 
e of being sent too late 
he paper, if es Sap ae ee. 
edas so ved, which is usually not 
eg ecorpay and the reply should reach 
n wspaper office not later than 9 o’clock, if 
ible, as shortly after that time the newspa- 


trit ute them, Ifa 
it 10 o'clock, 


ommence to ¢ 
chant sends for any re 
1 he is pretty sure to di tween 10 and 
he may get all the ret » needs at that 
me, and not send for any more ; therefore any 
lies reaching the newspaper office later 
suld be simply wasted. 
Promptness in getting letters to the newspa- 
per is therefore an important matter, 
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Letters sent by mail very seldom reach the 
newspaper office in time, even if mailed in the 
city, because such letters must first go to the 
post-office to have their stamps cancelled before 
delivered to the carrier to be by him taken to 

newspapte r. 

A business man always appreciates prompt- 
ness, and he prefers to make his selection from 
the first lot received,as it indicates eaergy on 
the part of the applicants. Of course, when 
the ate rtiser requests an applicant to address 
a post-office box or any business address by 
mail, “te it must be done; but even then 
there will be some peop le who will personally 
carry their replies to the post-office, and their 
ipplications will get into the hands of the ad- 
vertiser before those sent by carrier, and such 

pplicants receive best chance of obtaining po- 
ition. It will, therefore, be seen that ability, 
caref ind promptness are all important 
considerations in replying to advertisements. 








The matter in this booklet is worthy 
of reproduction. A note at the end 
of it says that it is a synopsis of 
lecture delivered by Curtis Haven, 
president of the Haven Colleges. 

* 

The following clipping inclosed ina 
letter explains itself. 

Pirrsrurc, Dec. 8, 1898. 
es Austin Bate 
ldon’t you think this is a pretty clever dodge 
idvertisement ? 





ly yours, W. W. RAnkIN. 
y the way, why is it that Pittsburg is 
» seldom represented in your columns ? 


FINDS OUR PEOPLE COURTEOUS 
litor of the ** Chronicie-Telegraph”’ 
Si shall be glad if you can find space for 
tle item of experience, which it is just as 
| w Pittsburgers to know. 
I have but recently arrived in your city and 
mechanical 








im St ! employment as a 

draughtsman, without success so far. Much 
to my surprise, however, wherever I have ap- 
plied, have been received most kindly and 
courteously Ihis is a new experience to me, 


ng from the East, say New York City, I 
lata man going around seeking em- 
will invariably meet with vcry curt 
responses, so much so, indeed, that 
gets discouraged and down-hearted. 
ind treatment as I have received in 
your city demonstrates that some of your citi- 
ens have a good Christian spirit—and takes 
off disappointment 
1. Sowersy, 

No. to Ninth s‘reet. 
burg, November 14, 1898. 
agree with Mr. Rankin that the 
writer of the letter to the Chronicle- 
Teleg, aph has worked it ina clever 
way to secure a_ twenty-seven-line 
“Situation Wanted” ad in the midst 
of pure reading matter free of charge. 
Ilis device is so clever that it ought 
to have brought him good results. 

[ am not aware that Pittsburg has 
not been represented in this depart- 
ment as fairly as other large cities, or 

least as frequently. If that is true, 
it is certainly Pittsburg’s fault. I know 
it is a city of progressive and enter- 





I 
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prising business men, many of whom 
do excellent advertising. At least I 
can not think that it is otherwise than 
excellent, as a number of the most en 
terprising have been in the habit of 
employing me. 

And there are others. 

If Pittsburg business men will send 
me specimens of their advertising, 
they will be criticised just as that of 
men who live in less-favored cities. 

** 

“ The Comfort of Heating By Gas” 
is the name of a book sent out by the 
Consolidated Gas Company of ‘New 
York to advertise gas. 

Usually books of this kind are got 
ten out by the people who make the 
gas ranges and presented to the gas 
companies free of charge for distribu 








tion to their customers. 
This is a great boon to the gas com 
panies in small towns which could not 





afiord to get out so costly and sat 
factory a book. The book thus dis 
tributed usually has the name of the 
local gas company printed on it also, 
and while it is ostensibly to advertise 
cooking and heating by gas, it really 
advertises the gas range or heater 
made by the enterprising firm which 
publishes the book. 

The Consolidated Gas Company, of 
‘New York, is big enough and rich 
enough to publish its own books. 
Usually books « 
voted more to the use of gas for cook 
ing than for heating. This is the 
economic side which appeals to house 


f this kind are de- 


kee pers. 

Most houses have some heating ap 
paratus anyway which makes it un 
necessary to supplement it with a gas 
heater. Ina big city like New York, 
however, there are hundreds of homes 
which, in addition to the system of 
hot air or hot water and steam that 
they use, have a great many places 
which can be filled in best with a gas 
heater. 

The book before me shows in an 
interesting and convincing way the 
many uses to which a gas heater can 
be pat in the home. The novelty of 
this book is that it doesn’t advertise 
any particular make of heater, but 
that it does give a brief description of 
the particular heater required for each 
purpose, and mentions the range of 
price at which they can be bought. 

This book ought to prove helpful 
and suggestive to every owner of a 
house, and, therefore, must prove good 


advertising to the Consolidated Gas 
Company. 

The illustrations are not as artistic 
as they might have been, nor is the 
printing, arrangement of the pages 
and the paper used as good as a book 
of this character requires. The cover 
design is gold embossed upon very 
dark green. It is a bit disjointed in 
appearance, and could easily be im 
proved. ° 

Aside from these defects, the book 
is an excellent piece of work. 

* * 

R. Hoe & Co. send out a book in a 
yellow cover showing the American 
flag, which explains what may be seen 
in the way of Hoe machinery in the 
Government printing ojnces. 

The book is printed in purple anc 
orange, and is very neat, attractive 
and artistic in apps arance. 

The matter is very simple, being 


simply brief descriptions of some of 
the presses and gumming machines 
which the Hoe people make and which 
Uncle Sam has chosen for his own 
printing. 


* * 


The Troy Chemical Company are 
sending out the following exhibit to 
advertise their Pixine to horsemen. 

It consists of an envelope bearing 
the words “ To Ticklers Inside.” 

One of these ticklers is the well 
known novelty, if such a contradiction 
of terms is allowed, of a feather stuck 
on a piece of paper with the legend: 
“flere is something that will tickle 
you. If you wish to be tickled all 
over, sce inside.” 

The other is a small brown box sup 
posably containing a sample of th 
Pixine, about enough I should think 
for a small Shetland pony. 

The most interesting thing about 
the whole lay-out is the following par 
graph, which is stuck upon the botton 
of the box : 

Any on ing this free sample violates tl 
U.S. Internal Revent 
self toa penalty of 





iws and subjects hi 





voimprisol ment. 

To my way of thinking a booklet 
would have been a better accompani 
ment for the little box of salve than 
this little tickler, which has been used 
so much and by so many concerns 
that it has ceased to tickle, and after 
all, why should a box of salve be sup 
posed to tickle? My impression is 
that it was more along the line of 
soothing. 
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We've had a 


GREAT BIG BOOM 


on the 


Brooklyn “L” 


Advertisers are beginning to 





realize that the traffic has increased 
very largely during the p:st year, | 
and they’re flocking in fast. Ne- | 
where can you get such display or 
such value. 
Over 40,000 more passengers 
carried daily than a year ago. | 
The only real ‘‘L’ Road adver- 
tising in America. Nobody can 
equal it, let alone beat it ! 
Cards displayed in concave racks | 
so they can't be avoided, and the 
size, 16 by 24 inches, gives youa 


chance to tell your story. 


GEO. KISSAM & CO. 


| 253 BROADWAY, N.Y. 
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91,000 REWARD 


The Ripans Chemical Company, a New York corpor- 
ation who manufacture and sell a proprietary medicine, 
placed a contract through us on Saturday, February 25, 
1899, binding themselves to use 


The CHICAGO RECORD 


(MORNING) 


The CHICAGO NEWS 


(EVENING) 


within twelve months to the amount of twenty-six thou- 
sand ($26,000) dollars. This sum entitles the company 
to space in each paper to the amount of two hundred 
and seventy-four chargeable lines, six days in every week 
for fifty-two weeks. 

The Ripans Chemical Company now authorize us to 
offer one thousand dollars to any advertising agency, 
special agent, newspaper publisher, advertising expert 
or other person, who will prepare and submit a list of 
papers and prices whereby they may procure and be 
assured of as much publicity of equal quality by inserting 
their advertisements to the same average amount of 
space in other papers published in either or all of the 
three States where the Chicago Mews and Record are 
supposed to mainly circulate, namely, Illinois, Wiscon- 
sin and Michigan, without requiring an outlay cf more 
than double the sum to be paid tothe Mews and Record, 
namcly, not more than fifty-two thousand ($52,000) dol 
lars. Proposals may be addressed for one month to 


The George P. Rowell Advertising Agency, 


No. 10 Spruce Street, New York. 





Seventy-eight thousand dollars for one year’s advertising of a five-cent 
remedy ought to cover those three States very well. The question is, can it be 
made to do it twice as well as it has already been done for one-third of the 
money expended with two papers issued from one office? People with opinions 
are invited to express them. 
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